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NEW EXPERIMENTAL SATELLITE 
FO* GLOBAL COMMUNICATION SYSTEMS 



TV 

future 



Wonderful as TV is today, projects like this 
communications satellite promise even greater 
advances for TV tomorrow. Soon we can hope 
to see and hear things as they happen all 
around the globe. These stations are proud to 
be part of Television's contribution in bring- 
ing the whole, wide world home to us. 



K0B-TV Albuquerque 

WSB-TV Atlanta 

KERO-TV Bakersfield 

WBAL-TV Baltimore 

WGR-TV Buffalo 

WGN-TV Chicago 

WFAA-TV Dallas 

KDAL-TV Duluth-Superior 

WNEM-TV Flint-Bay City 

KPRC-TV Houston 

WOAF-TV Kansas City 

KARK-TV Little Rock 

KCOP Los Angeles 

WISN-TV Milwaukee 

KSTP-TV .. .Minneapolis-St. Paul 

WSM-TV Nashville 

WVUE New Orleans 

WNEW-TV New York 

WTARTV Norfolk-Tidewater 

KWTV Oklahoma City 

KMTV Omaha 

KPTV Portland, Ore. 

W JAR-TV Providence 

WTVD Raleigh-Durham 

WROC-TV Rochester 

KCRA-TV Sacramento 

KUTV Salt Lake City 

WOAI-TV .San Antonio 

KFMB-TV San Diego 

WNEP-TV..Scranton-Wilkes Barre 

KREM-TV Spokane 

WTHITV Terre Haute 

KV00-TV Tulsa 



Television Dtvwwn 



Edward Petry & Co., Inc. 



The Original Station 
Representative 



IN THE INDIANAPOLIS MARKET 




Meet the Richard Elliotts, "the typical WXLW family" enjoying a backyard barbecue. 

... Is a Happy Circumstance of an Appreciative Audience Enjoying 
WXLW's Programming for Adults! Now for the first time a radio station profiles its 
audience for you. We've always claimed it and Walker Research helped us prove it . . . WXLW has the 
adult audience in the Indianapolis market. Overwhelming response to. our request for letters describ- 
ing "the typical family" . . . coupled with Walker Research in-person interviews* . . . point out that 
"the typical WXLW family" has 30% greater income than the average city, county or state resident. 
This means greater buying power! In a 20 county market of 339,590 radio homes reached by WXLW 
we deliver 30% reaching an average of 58,060 homes daily (NCS '61). 

In the Indianapolis Market WXLW Adult Listeners enjoy an above average position in terms of 
acquired goods and potential buying power. You get this one third of the Indianapolis Market (over 
26% of the total population of the State of Indiana) when you buy WXLW in Indianapolis. 




5000 Watts 950 Kilocycles 

Indianapolis, Indiana 

Ask your Robert East/man for "the typical WXLW family" profih 





'i 



It's probablv possible to get another television signal 
in this market, but most people apparently don't 
bother. Metro share in prime time is 90%, and homes 
delivered top those of anv other station sharing the 
other 10!?. (ARB, March, 1962) 



So 



Your big buy for North Florida, South 
Georgia, and Southeast Alabama in 
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Just wind it up 
and let it go . . . 

THE ALLAN-HENRY 
MORNING SHOW 

Dan Ulan and Man llenn (7 a.m. to 
9 a.m.) make getting up almost fun in 
the Twin Cities Their (woman show 
(the only one of its kind in the aiea) 
is drawing i lie ra\es and the ratings 
Mian and IIenr\ hiing Twin Citians 
e\ei\thing from the weather to school 
lunrh menus to ihe best-spun music any- 
where, and thc\ do it with an abundance 
of good huinoi and Marv Henry's in- 
credible assortment of \oiccs Remember, 
loo. the Mlan-Hemy Show has WI.OL's 
exclusive Air Watch I raffic Reports So 
make time count when \on're buying it. 
Specifv the Utun ,nnl Henry Morning 
Show, 

lIBIWdllll "M 1 1 mi 111 

RADIO WLOL 

MINNEAPOLIS • ST. PAUL 
5,000 WATTS around the clock • 1330 kc 



WAYNE 'RED' 
WILLIAMS 
Vice-Pres 0 Gen. Mgr 
Larry Bentson, Pres. 
Joe Floyd, Vice-Pres. 

Represented by 
AM RADIO SALES 



AMOCO 



Mithwitineiit liiuadcatling Group 

WLOL/am, fm Minneapolis-St. Paul; KELO-LAND 
tv and radio Sioux Falls, S. D.; WKOW'am and ty 
Madison. Wis.; KSO radio Des Moines 
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Coke-Pepsi budgets highest in history 

27 'There is no pause, even for refreshments, in the iiiiinlerriipl.d battle 
between Coca-Cola and Pepsi-Cola, the Iwo dominant bottling giants 

More smokers at less cost 

31 What's, your e-p-m per prospect? Vv» breakdown from I'ulse gi*ef 
cigarette achertisers a look al t\ smoker- and co-t of reaching them 

Radio sells 'Quietville, USA' 

33 Using network radio, plus dealer's individual campaign, Mida- replaces 
mufflers wilh Quietville. l ; S-V via ofl-lieat sound effects commercial 

When must I give equal time? 

35 Here, a- a special -ervicc to the industry, is an explanation of the 
two 'ground rules' which govern all political and opinion broadcasting 

Affiliate groups hold net radio trump cards 

38 -^ n in-depth look at the influence now exerted hv affiliates associations 
gives insight into nelwork radio operation. Chairmen see net station growth 

Teen-show spots prove hit in sports car sell 

41 Spots on the Kl'IX Dance Parly for MG Midget -ports cars convinced 
teen-agers and parents to buy sports ear- in-tead of old jalopies 

Eye on tv pays off for newcomer 

42 ''leased with results for its new line of moderate priced >-ye make-up 
debutted on tv this year, Cutex plans a major expansion in medium 
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WANT TO BEAT COMPETITION? 



Certainly you do! The most effective way is to out-program him — 
this calls for stronger weapons or the balance of program power 
won't swing your way. Seven Arts "Films of the 50's" have been 
deciding "power balances" in market after 
market by consistent top ratings and sponsors 
S.R.O. 

WLAC-TV in Nashville began telecasting 
these Warner Bros, features on Friday and 
Saturday nights the weekend of February 16 
and 17. The March A.R.B. clearly demon- 




strated how "Films of the 50's" beat their competition. Ratings up 
50% over March '61. 28,000 more homes watching WLAC-TV on 
Friday nights, 21 ,000 more on Saturday nights. As a matter of fact, 
Sets-ln-Use in Nashville on Saturday nights 
increased 40% ! 

Want to beat your competition? You can, with 
Seven Arts — "Films of the 50's — Money 
Makers of the 60's." 



SEVEN ARTS 
ASSOCIATED 
CORP. 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS. LTD. 
NEW YORK - 270 Park Avenue YUkon 61717 

CHICAGO: 8922 DN La Crosse. Skokie. Ill ORchard 4 5105 
DALLAS: 5641 Charleston Drive A Dams 9 2855 

L. A.: 232 So. Reeves Drive GRanite 6- 1 564-STate 8 8276 



(For rating results around the country contact your 
nearest Seven Arts office.) 



For list ol TV stations programming Warner Bros. "Films ol 
the 50V see Third Cover SRDS (Spot TV Rates and Data) 




WGAL-TV history reads like a Horatio Alger book. It is a story of years of success- 
ful striving, pioneering, and conscientious endeavoring to serve all listeners in the s 
many cities and communities throughout its region. In this multi-city market, adver- 
tisers find an interesting success story. WGAL-TV delivers a vast and loyal audience 
because it is far and away the favorite of viewers throughout its coverage area. 



WGAL-TV 

LANCASTER, PA. • NBC and CBS 




RepresentMtlve; The MEEKER Company, Inc. New York • Chicago • Los Angeles • San Francisco 
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SPONSOR-WEEK 



Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



TV's 'ONE WORLD' 

Three U. S. tv networks and European telecasters to 
exchange programs in July via the Telestar satellite 



A new era in broadcasting opens 
next month when the three Ameri- 
can tv networks and European tele- 
casters get together for the first live 
trans-Atlantic tv program via space 
satellite. 

Two programs, one produced joint- 
ly by ABC, CBS, and NBC, and the 
other provided by the European 
Broadcasters Union, will be trans- 
mitted in July. 

The Telestar satellite of the Bell 
System will be the vehicle, launched 
early in July from Cape Canaveral 
under a NASA-AT&T agreement. 

The news departments of the three 
U. S. networks will provide live re- 
mote pickups of the most appro- 
priate events of the moment. 

The EBU, representing 16 Euro- 
pean countries, picking up from 
each of those nations, will co- 
ordinate from the International Con- 
troll Room in Brussels. 

The U. S. signal goes aloft from 
Andover, Me., and comes down in 
Cornwall, England, and Brittany, 
France for re-transmission. The re- 
verse feed is similar. 

One step is conversion: European 
Broadcasters use 625, 405, or 819 
lines and 50 cycles, but the U. S. 
uses 525 lines and 60 cycles. 

The Telestar satellite is expected 
to complete one orbit every 2Vfe 
hours, but conditions are favorable 
for direct trans-Atlantic transmis- 
sion only during about 12 minutes. 



Continental transmission within 
the U. S. will be tested out before 
trans-Atlantic transmission begins. 

U. S. production is to be co- 
ordinated by Ted Fetter of ABC, 
Fred Friendly of CBS, and Gerald 
Green of NBC, acting for Irving Git- 
lin. 



$5 MIL. FOR '62-63 
WRITTEN BY NBC TV 

NBC TV wrote an estimated $5 
million last week in 1962-63 advertis- 
ing, approximately equally divided 
in value between nighttime and day- 
time orders. 

Nighttime purchasers included 
Haloid, Chrysler, Chesebrough- 
Pond's, Pittsburgh Plate Glass, Frito- 
Lay, Mentholatum, and Mennen. 

Daytime buyers were Frito-Lay, 
American Home Products, Reynolds 
Metals, Sterling Drug, Proctor-Silex, 
and Heublein. 



Children select products 

Chicago: 

Tv has brought about a psycholog- 
ical realignment in the family in 
who selects products. 

Children now have a stronger 
voice in product selection, especial- 
ly toys, but also in other articles, 
said Melvin Helitzer, advertising di- 
rector of Ideal Toy, addressing the 
Merchandise Mart Toy and Juvenile 
Association. 



November windfall? 

Because of the unusual num- 
ber of prominent names in- 
volved in this year's elections, 
it's expected that public inter- 
est — and tv viewing — might 
rival that of a presidential year. 

With this in mind, NBC has 
recapped the facts of the Niel- 
sens of the 1960 elections, 
which on the final night 
reached 41.5 million, or 91.8/^ 
of all tv homes, during an aver- 
age hours. 

In addition, there were over 
100 million home-hours for the 
great debates. 

NBC's interest in the data is 
this: it had a 52'/< share on 
election night compared to 10 { ft 
for CBS and iV/< for ABC. in 
the Nielsen Nationals. 



ABC's PAULEY WARNS OF 
RADIO 'YOUNG FOGIES' 

Norfolk, Va.: 
ABC Radio president Robert R. 
Pauley warned here last week that 
the radio broadcasting industry 
would soon destroy itself unless the 
"young fogies" running it were re- 
placed by courageous and creative 
men. 

He insisted that all four radio net- 
works could prosper "if they would 
open their own eyes to their poten- 
tial worth." Pauley said that ABC 
Radio was programing for young 
adults, 21 to 50 years of age. 

Pauley told the Virginia Associa- 
tion of Broadcasters that he found 
only "personal lethargy, fear, and 
(Continued on page 10, col. 3) 
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WBC's STEVE ALLEN 
LISTS NAT'L BUYERS 

Fifty national advertisers will par- 
ticipate in the Steve Allen show 
starting 25 June, WBC announced 
last week. 

Advertisers on three or more WBC 
stations include Star-Kist Tuna, Gil- 
lette, Welch, Wrigley, Alka-Seltzer, 
Allstate, Lipton, Clairol and Vitalis. 

Those on two or more stations are: 
Goodrich, Liggett & Myers, Betty 
Crocker, Schweppes. Ballantine, Aero- 
sol, Carter, Phillip Morris, Coca-Cola, 
Goodyear, Schlitz, Kellogg, Camp- 
bell, and Shell. 

The following were on one station: 
Pet, Dash, Wheaties, SOS, Norelco, 
Quaker Oats, Mennen, Ban, Mc- 
Cormick, Hamm's, Ralston-Purina, 
Standard Oil, and Gleem. 



Curran named ad dir. 
of ABC TV o&o stations 

Don B. Curran has been appointed 
director of advertising and publicity 
for the five ABC TV o&o's, it was an- 
nounced last week by Theodore F. 
Shaker, president of the ABC owned 
tv stations division. 

Curran joined ABC in April, 1961, 




as director of 
publicity and 
promotion for 
the radio o& 
o's. Previous- 
ly he was pro- 
motion man- 
ager of KTVI, 
St. Louis, an 



Don B. Curran ABC TV affil- 
iate. 

He will report to Donald Foley, 
ABC v.p. and director of advertising 
and promotion, on station advertis- 
ing and on-the-air promotion, and to 
Michael J. Foster, ABC v.p., press 
information, on station public rela- 
tions and publicity. 

Curran is now president of BPA 
and is an active member of IRTS. 
It is expected that Curran's replace- 
ment will be named shortly. 



DuPont sets up 
consumer arm 

Wilmington. Dpi,: 

\n unexpected windfall of 
military. space, and related de- 
velopments lias been the large 
number of findings with appli- 
cation to consumer products. 

Many companies with strong 
trade activity are now going in 
more heavily for consumer sales 
as well — and E. I. du Pont ile 
Nemours appears to he the most 
recent addition to this list. 

DuPont is reorganizing its 
corporate structure to create a 
new sales division to market 
consumer products. So far. the 
company's consumer sales have 
represented hut a small percent- 
age of its total sales. 

Three types of products 
which will spearhead du Font's 
consumer division are house- 
hold specialties, paint, and auto- 
moth e products. 



PGW EXPANDS MID-WEST 

Chicago: 

PGW president Lloyd Griffin has 
announced an expansion of the rep- 
resentative's mid-west tv office. 

Joining the Chicago office are Ken 
Brown, formerly of HRP, James 
Parker, formerly of WBBM-TV, Chi- 
cago, John McGowan; previously 
with Weed, and Bill J. Scharton, who 
was national sales manager of 
WABC-TV, New York. 



Retry executive sees 
great tv growth 

Norfolk, Va.: 
Tv will grow at a rate twice that 
of the national economy, three times 
that of newspapers and twice that 
of magazines. 

These predictions, based on pub- 
lic data, were voiced by Martin L. 
Nierman, executive v.p. of Edward 
Petry, speaking here last week be- 
fore the Virginia Broadcasters Asso- 
ciation. 



ABC TV HAS 10 
NEW TO DAYTIME 

ABC TV reported last week that 
it had signed ten advertisers in day- 
time who are either new or unusual 
in the medium. 

They are: Continental Casualty 
(George H. Hartman), C. H. Mussel- 
man (Grey & Rogers), Rubbermaid 
(KM&G), A. J. Siris (MS-FB), Chap 
Stick (Gumbinner), Norcliff Labora- 
tories (KHCC&A), Beltone (Olian & 
Bronner), Upjohn (McC-M), Milton 
Bradley (Noyes), and Parker Bros. 
(Badger, Browning & Parcher). 



NBC Films elects 
Breen as sales v.p. 

William P. Breen has been ap- 
pointed vice president, sales, of 
NBC Films. 



Breen has 
been with the 
NBC syndica- 
tion arm for 
10 years, and 
has been 
salesman, 
sales super- 
visor, Eastern 




sales man- William P. Breen 
ager, and most recently, national 
sales manager. 

NBC Films is presently concen- 
trating on distribution of off-network 
re-runs, most of them from NBC TV, 
but it has one, Hennessey, which 
was on CBS TV. 



McGavren installs BCH 

Daren F. McGavren Co., station 
representatives, last week installed 
BCH spot radio buying and billing 
systems. 

The representative was one of the 
first representatives to install the 
systems, which automate procedures 
at the representative, agencies, and 
stations. Processing will take place 
at the Bank of America in San Fran- 
cisco. 
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THE RCA 

COMPACT" TV TAPE RECORDER TYPE TR-11 



Compatible. ..easy to operate. ..simple to install... 
and it meets all Professional TV tape standards 



This compact, compatible TV tape recorder 
assures the excellence of performance users 
expect from RCA quadruplex equipment. 
Although it occupies only 8.2 square feet of 
floor area— saving space and costs— it makes 
no sacrifice in quality. Its reduced size makes 
it ideal for mobile applications. 
EASY TO OPERATE. Simplified set-up and 
control procedures make operation easy. All 
monitoring and other features are conven- 
iently grouped. Tape deck is located for easy 
threading and loading. 
LOWEST OPERATING COSTS. Power re- 
quirement is only 2750 watts. This means less 
heat, less air conditioning. And headwheel ex- 
change cost is the lowest in the industry. 



SINGLE-UNIT CONSTRUCTION. TR-11 is a 

self-contained unit, pre-wired and pre-tested 
at factory, with no external racks to inter- 
connect. Simple to install— there's only one 30 
amp twist-lock power connection. Just plug 
in and operate. 

OPTIONAL TWO-SPEED OPERATION. Per- 
mits tape speed to be switchable from con- 
ventional 15 inches per second to half speed 
of 7'/i ips. Effects 50 percent saving in tape 
costs and storage space. 

See your Broadcast Representative for all the 
facts. Or write RCA, Broadcast and Televi- 
sion Equipment, Dept. [D-264, Building 15-5, 
Camden, N. J. 




ENGINEER'S CHECK LIST* 

• Air-lubricated tape guides. 

• Simultaneous playback of au.dio and con- 
trol track. 

• Built-in deviation measurement for accu- 
rate adjustment of recording signals. 

• Quadrature delay lines adjust for both 
record and playback. 

• Transistorized signal processor provides 
finger-tip control of video pedestal and sync. 

• Variable de-emphasis control for optimum 
playback of tapes recorded to non-standard 
pre-emphasis characteristics. 

•Also a Complete Line of Accessories including 
SwitchLock, PixLock, Automatic Timing Correc- 
tor, Master Erase, Picture and Waveform Mom- 
tors and Remote Control. 



The Most Trusted Name in Television 
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ANA LOOKS AT COSTS, 
AD ADMINISTRATION 

Chicago: 

The ANA's workshop here last 
week on advertising administration 
and cost control produced a num- 
ber of new suggestions and reports. 

Charles M. Skade. senior v.p. and 
treasurer of Fuller & Smith & Ross, 
recommended that clients and agen- 
cies work together to develop a 
longer termination notice period, 
preferably 120-180 days instead of 
the present 60-90 days. 

He suggested it would permit 
greater stability and would allow the 
agency more time to replace lost 
billings. He also suggested that cli- 
ent financial people and agency fi- 
nancial people work together more 
closely. 

Kenneth C. Schonberg, president 
of CMB, reported on computer use, 
based on a new study of 100 top 
advertisers. Computers are being 
used for new product planning, ad- 
vertising budget apportionment, and 
to measure sales effectiveness. 

Kenneth R. Davis, professor of 
marketing, Amos School of Business 
Administration, Dartmouth College, 
took up the problems of measure- 
ment, responsibility, and compensa- 
tion in advertiser-agency relations. 



Schneider to assist 
ABC's exec. v.p. Siegel 

Alfred R. Schneider has been pro- 
moted to v.p. and assistant to Simon 
B. Siegel, executive v.p. of AB-Pf 
and ABC, the latter announced last 
week. 

Schneider had been v.p. in charge 
of administra- 
tion for ABC 
TV. He joined 
the network's 
legal depart- 
ment in 1952, 
and left to 
join the CBS 
TV business 
A. R. Schneider department in 
1955, returning to ABC in 1960. 



Telephone set 
for tv specials 

Bell Telephone (X. \V. Aver) 
will sponsor eight musical spec- 
ials on i\BC TV in place of the 
hour schedule which it has had 
for the past season or two. 

AT&T, which has a separate 
set of plans going for its science 
series, is expected to have two 
or three specials, some of them 
on the Telestar satellite. 

However, it's understood that 
the CBS TV network has de- 
clined to sell AT&T time for the 
Telestar coverage, although the 
network will pick up the com- 
munications satellite launchings 
as straight news. Hence it's 
expected an\- Telestar specials 
by AT&T will go to NBC TV. 



STORER AND TAPC 

TO CO-DEVELOP SHOWS 

Storer Programs and Television 
Artists and Producers Corporation 
have announced a working relation- 
ship to develop tv properties for net- 
work and syndication placement. 

The two properties are The Charlie 
McCarthy Show, a live and animated 
series featuring the Edgar Bergen 
characters, and The Littlest Hobo, 
based on the motion picture of the 
same name. 



Magnavox names K&E; 
expects 40% sales rise 

The Magnavox Company, which 
dropped McCann-Erickson in mid- 
May, last week appointed Kenyon & 
Eckhardt to handle its tv and radio 
receivers and high fidelity stereo 
products. 

Ellington & Co. was named for the 
company's electric organ and The 
Biddle Company continues to han- 
dle industrial products. 

Magnavox has set sales goals 40% 
ahead of 1961 and expects beyond 
that to introduce several new prod- 
ucts in the next year. 



SWEZEY URGES 
GREATER AD SCOPE 

San Diego: 

Robert W. Swezey, director of the 
NAB Code Authority, last week 
called upon advertising to free itself 
from minutiae and concentrate on 
broader fields in which to exercise 
its talents. 

Addressing a joint luncheon of the 
Better Business Bureau and the Ad- 
vertising and Sales Club of San 
Diego, Swezey said that advertising 
is being subjected to ridicule be- 
cause it reflects a national concern 
with trivialities. 

Suggesting that brand advertising 
is often concerned with overly subtle 
or impreceptible differences, Swe- 
(Continued on page 52, col. 1) 



Pauley 

(Continued from page 7, col. 3) 
worst of all, a trend toward conform- 
ity" despite open competition and 
challenging opportunity. 

He blamed the tendency on 
"young fogies" who "swear there is 
only one way to run a radio station, 
one way to make a profit or get rat- 
ings, one way to solve a problem — 
and their minds are closed to any 
alternatives." 

The ABC Radio chief urged broad- 
casters to combat this lethargy with 
public service programs and editor- 
ials. He recommended that station 
men follow the advice of President 
Kennedy and FCC Chairman Minow. 

He suggested that broadcasters 
ask themselves this: "Are you pion- 
eering in controversial areas, pre- 
senting all sides of the story regard- 
less of whose toes get stepped on? 
Or are you playing it safe, conform- 
ing through fear or apathy?" 

He insisted that radio's future was 
in proportion to its acceptance ot 
present challenges. He argued that 
radio must be sold, not given away. 
"Radio," said Pauley, "must not be 
given away — not to advertisers, not 
to syndicators, not to packagers, not 
to trade deal artists, not to anyone." 
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who buys the most? 



young adults 
buy the most ! 

young adults buy the 
most automobiles... and most] 
of almost everything 
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Young adults (under 50) buy 70% of all automobiles. 
This means that when you buy young adult ABC 
Radio, you're buying automobile advertising geared 
to the market that buys most of what you sell. That's 
because two years ago ABC Radio recognized the 
potent economic force inherent in your young adult 
market and did something about it. ABC Radio con- 
sistently programs for young adults; promotes to 

• '* Sl^dy cf Consumer Expenditures 




ABC RADIO O 



young adults; presents to the automobile advertis> 
(and virtually every other advertiser) the most cor 
pelling new "reason why" for network radio. It 
young adults with Flair, Sports, The Breakfast Clu 
News and Special Events on ABC Radio. Remembe 1 
young adults buy most cars . . . and most of ever 
thing automotive. Your ABC Radio sales represent 
tive will be glad to give you the young adult fact! 

FIRST WITH YOUNG ADULTS 



r . ^ 

Did you' know that 

WHL Island 

MARKET 

IS THE NATION'S 

4th BIGGEST 

in retail sales ? 




by Joe Csida 




Realities of tv film economics 

Got a letter last week from Bill Burrud whom 
1 had met on my last trip to the West Coast. At 
that time we talked briefly about the harsh 
realities of tv film economics and the many 
ramifications involved. It was too short a con- 
versation to reach conclusions so Bill agreed to 
fill me in by mail. 

Burrud, incidentally, is president of Bill Bur- 
rud Productions. He produces, frequently stars in and narrates sev- 
eral syndicated tv shows of the travel-adventure type, for which he 
has coined a new word — "Traventure." 

Bill's views on his chosen field are definite and based on 11 years 
of experience as head of his own company. He regards the eco- 
nomics of tv film programing as "usually interesting, frequently 
frustrating, and always amazing." During the past 10 years, as an 
example, many major companies came into existence, then either 
went broke, were sold to new owners, or merged into other or- 
ganizations. 

Lack of good film product 

Thus today, there are fewer distributors and less new film prod- 
uct than ever before. The number of distributors has dwindled be- 
cause of lack of good, new film product; the plethora of off-network 
shows distributed by the majors and the scarcity of time on the air. 

There is another element which has dealt the tv film programing 
field a deadening blow, Bill notes. That is the countless number of 
pilots produced by both independents and networks, which have 
gone unsold, season after season. The highly disproportionate ratio 
of pilots made against pilots sold is a stultifying factor which, once 
faced, causes many producers to abandon production plans for filmed 
programing and turns them into avenues of less risk. Spinoff pilots 
save some money but the losses are still appalling. 

And yet, in spite of this somewhat formidable array of dishearten- 
ing factors, Bill Burrud Productions has, during its 11-year span, 
grown from a one-man operation into a sound, solid, successful or- 
ganization. From a single half-hour tv show, which Burrud pro- 
duced himself in 1951 with a rented camera and borrowed film, the 
output of Bill Burrud Productions has risen to seven 30-minute pro- 
grams, all in color and all of which have enjoyed successful syndi- 
cation. 

Three of these programs, Treasure, Vagabond and True Adven- 
{Please turn to page 48) 



What's more, 
the people 
who live there, 

shop there 
and work there 
are loyal listeners 
of WHLI 



That's why 

WHLI is 

YOUR MOST 
EFFECTIVE RADIO 
BUY FOR 
LONG ISLAND 




The independent Long 
Island (Nassau-Suffolk) market 
— 4th largest in the U.S.— 
where over 2 million customers 
live and shop. 

r ► 10,000 WATTS 



! WHLI 


AM 1100 
m 91.3 


HEMPSTEAD 
LONG ISLAND, N. Y. 


tk uoice off 1 



PAUI GOOOFSKY. Pros . Gen M*r 
JOSI PH A UNN, L*et VnePres SJIes 

Represented by Gill-Perna 
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How to dig a hole 



Pick a small boy. 

Give him a shovel. Or plan a 
bigger tomorrow for him. 

That can lead to digging a hole 
like this one: site of the largest, 
private, commercial-building ven- 
ture in American history by a sin- 
gle owner (covering twice the area 
of NewYork's Rockefeller Center). 

It is the vast new Prudential 
Center— set squarely in the heart 
of Boston, to keep pace with the 
extraordinary surge of New Eng- 
land's new growth. 

But the area's booming burst of 
steel and stone, answers only a 
fraction of the challenge every 
child creates for us: 

Will the A merica you pass on to 
me be greater, or weaker, than the 
America that was given to you? 

Any honest answer must cer- 
tainly cover the community of the 
mind as well as of stone; must 
serve all our needs to lift ourselves; 
to think, to work, to worship, to 
buy, to enjoy. 

It's quite a target. 

Yet it closely defines the daily 
target of WBZ-TV, Boston: to 
serve and stretch the "community 



of the mind", throughout two- 
thirds of all New England. 

It is a goal firmly anchored in 
the great responsibilities of tele- 
vision's unique power to reach and 
move people. 

The dimensions of both goal 
and responsibility are measured 
by the fact that more New Eng- 
land families are reached regularly 
by WBZ-TV than are reached by 
any other medium. 

It is for them WBZ-TV fills its 20 
hour working-day with its news, 
its editorials, its studies of the com- 
munity and world, its entertain- 
ment, its advertising. 

These are rooted in the spirit 
and zest of today's busy New Eng- 
land, which WBZ-TV is proud to 
serve as a mirror... as a voice... 
as a prime-mover of ideas, goods 
. . . and people. 




WESTINGHOUSE BROADCASTING 
COMPANY, INC. 

WBZ + WBZA, WBZ-TV, Boston; KDKA, KDKA- 
TV, Pittsburgh; WJZ-TV, Baltimore; KYW, KYW- 
TV, Cleveland; WOWO, Fort Wayne; WIND, 
Chicago; KEX, Portland; KPIX, San Francisco. 




SPONSOR'S 40-Year Album 

Just a brief note to thank you and 
your editors for the very nice men- 
tion of m\ late father, in his Buf- 
falo station in your "10-Year Album 
of Pioneer Radio Stations." 

The Album is an excellent job 
throughout and many of us here at 
Campbell-Ewald who have worked in 
radio ytations in the past have en- 
joyed going through it. 

Fred Lounsberry 
Tv/ Radio Supervisor 
Chevrolet 

Campbell-Ewald Company 
Detroit 

Ike Lounsberry of WGR is remembered by all 
radio pioneers as a standout broadcaster for 
many years. 

Your "40- Year Album of Pioneer Ra- 
dio Stations'" is tremendous. You 



and your associates at SI'O.NSOK have 
undertaken many worthwhile proj- 
ects on behalf of radio and tv, but 
this one tops them all. I'm sure this 
Album will be carefully preserved 
by everyone in the broadcasting 
business — and by those who enter 
this exciting field in the years to 
come. 

Arthur H. McCoy 

Executive v.p., John Blair & Co. 

New York 

Congratulations on your publication 
of the "40- Year Album of Pioneer 
Radio Stations." I know this will 
quickly become a collector's item, 
because it is interesting and inform- 
ative. 

Just one suggestion. Perhaps Ed 
Shurick should add to the milestones 



of commercial radio one of the sia- 
nificant events which led to the es- 
tablishment of the American System 
of Broadcasting — the license of the 
first commercial broadcasting station 
in the United States, which was 
WBZ-Radio on 15 September, 1921. 
It was the first radio license spe- 
cifically issued for commercial 
broadcasting by the Department of 
Commerce. 

Paul G. O'Friel 
general manager 
WBZ Radio 
Boston 

As simple as that 

In reference to "Sponsor Asks a Rude 
Question— 'Is Marketing Dead as an 
Agency Function'?" (sponsor, 4 
June) 

Whether clients recognize it as such 
or not, an agency must understand 
their client's marketing objectives. 

To sell a creative approach, ideas 
must be geared to the marketing plan, 
or the client just isn't going to buy it- 
It's as simple as that! 

Marketing dies as an agency func- 
tion when advertising ceases to be 
part of the marketing plan. 

Welby C. Wood 

account executive 

Geyer, Morey, Madden & Ballard 

New York 

It's a small room 

I received your latest issue with no 
small elation, and was very pleased 
to find my first published article 
therein (Seller s Vieicpoint, 11 June). 
I must say that I was not totally 
pleased with your editing, but fully 
realize that editors are solely in posi- 
tions that they are to shorten the 
works of verbose writers, such as my- 
self, and that they are necessary evils. 
Actually, without nit-picking. I sus- 
pect your editor did a pretty fine job. 

Your last note made mention of 
the availability of reprints. Will you 
please send me a dozen, so that I 
might paper my room with them. It 
is a very small room. 

Charles E. Stuart 
sales manager 
WOlll 

East Liverpool, Ohio 
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FEMM POWER 



People who know the Pittsburgh market best TAKE TAE 



"Our sponsorship on WTAE has 
been our first plunge into TV. We're 
surprised and delighted at the in- 
creased recognition this exposure 
has brought us." 



Why have so many Western Penn- 
sylvania advertisers, who are interes- 
ted in the growth of the Pittsburgh 
market, put their money on TAE-time? 
Take TAE and see. 




Basic ABC in Pittsburgh 



THE KATZ AGENCY, i.xc 
National Representatives 



CHANNEL 4 



...greatest 
cigarette 
vending 
machine 
ever 
devised! 



Television! Its unrivalled power topre-sell products fits precisely into the machinery 
of our self-service economy. In the new world of automated selling consider, for 
example, the alliance between television and cigarettes. The manufacturers of cig- 
arettes now spend twice as many advertising dollars in television as in newspapers, 
magazines, and all other measured media combined! 

Within television, one network consistently does more pre-selling than any other. 
For the tenth straight year American business is spending the greatest part of its 
television budget where the American people (for the seventh straight year) are 
spending the greatest part of their time-the CBS TELEVISION NETWORK® 



, med.a telUngs-LNA BAR, PIB.TvB.ANPA, latest available year; for network viewing-Nielsen Telenor. Index and ARB aw, ja i ,po,itio», 14561902. 




Both sides of the coin are the same when you compare the audiences of New York's top Network station 
and wpix-11, New York's Prestige Independent. A. C. Neilsen has proved that the "content" of a rating 
point on both stations is the same: same income levels, home and automobile ownership characteristics, 
job occupations, etc. Moreover, 98 r /c of WPIX-11 clients are national advertisers. Prime evening Minute 
Commercials, National Advertisers and "Network Look" programming night after night — a 
combination available to national spot advertisers in their number one market only on WPIX-11. 

where are your 60 second commercials tonight? 





PUBLICATIONS INC. 



Interpretation and commentary 

on most significant lv/ radio 

and marketing news of the week 



SPONSOR- SCOPE 



25 JUNE 1962 Some of Madison Avenue's more perspicacious agency top managements last 

couyriiht 1962 week indicated concern over the possible longrange implications they read into 
sponsor FCC Commissioner Robert E. Lee's report on his Chicago hearings on local live 
programing service. 

What seemed to disturb them particularly was Lee's thesis that outside control over 
local programing decisions suggested "a basic conflict ill interest problem." 

Their interpretation: here was something that could be used as a wedge to weaken 
the structure of group-ownership and network station relationship and control. 
(For an indepth analysis of Lee's report see Washington Week, page 57.) 

There's no accounting for the caprice of agency commercial writers : they're 
apparently now on a kick that doesn't favor as profuse a use of ID's as prevailed 
during the past two years. 

The sharp swing may be also due to the fact there are almost twice as many 20's 
available as existed before this season. 

For evidence of the trend in commercial segments as far as national-regional spot tv 
is concerned, note these first quarter ratios as disclosed by the TvB: 

activity type 1962 1961 1960 

Announcements* 82.1^ 77.1% 76.7% 

ID's 7.4% 11.2% 10.7% 

Programs 10.5% 12.7% 12.6% 

'Refers to 20-second, 30-second and 60-second spots. 

Chrysler's Plymouth- Valiant division (Aver) has elected to introduce its 1963 
line by the minute participation route, as far as network is concerned, this fall. 

The minutes are being scattered among NBC TV nighttime newcomers, 11th Hour, 
Saints & Sinners and It's a Man's World, plus Saturday Night Movies, from the sec- 
ond week of October through the second week of November at a total cost of around 
$350,000. 

It's all in keeping with the Detroit trend of minimizing the identification factor 
and buying the medium in terms of tonnages, a la soap, cigarettes, foods, etc. 

Nielsen's move to add a listening quotient for battery operated sets to its net- 
work radio pocketpiece could prove of substantial benefit to spot radio also. 

Agency media people are talking about this new plus affording them a springboard for 
suggesting to clients that they take a new look at radio's evaluation, spot as well 
as network. 

The new NRI index will add about 36% for the battery portables to the plugged-in 
set ratings. An extra 30% is already accorded for auto listening. The battery count 
will be made twice a year, with the information coming from diaries. 

Sellers of spot tv, yon might jot this one down as a case of the medium doing 
so well for the product that it had to cancel the campaign. 

Pet Milk's Sego low calorie beverage (Gardner) has pulled out of many markets for 
the simple reason that the demand far exceeds the supply. 

For instance, in Chicago the supermarkets and drugstores, it appears, can't keep 
enough Scgo in stock. 

As previously noted in SPONSOR-SCOPE, Sego has been able to build a market for a 
product type, where others, except Metrecal, have failed. 
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SPONSOR-SCOPE continued 



A lively topic of palaver on Madison A\enuc last week was llie ability of BBDO's 
•Minneapolis ollice lo withstand its succession of account casualties, the latest loss 
being the Chun King business. 

The exit of the chop suey eanuer came closely on the heels of the exit of General Mills 
and Cream of Wheal. The one sizable' air media user left is Minnesota M & M. 

At one time BBDO's Minneapolis office ranked as the biggest regional appendage in 
the business, next lo, of course, JWT Chirago. 

Estimated billings of the three Minneapolis departees: SI 7-18 million. 

Also heading out of BBDO is Sheaffer Pen, now down to around SI. 5 million. 



However, on the credit side, it was quite a eoup for BBDO hist week when it 
prevailed upon Corning Glass lo pick up the lab (quoted priee, §600,000) for a 
two-hour program dedicating the opening of N.Y.'s (cultural) Lincoln Center. 

CBS TV has blocked out Sunday, 23 September, 9-11 p.m. for the special. 

BBDO has the institutional side of the Coming account only and the sponsorship 
is in line with Coming's background in cultural interests. 

Toy merchandisers have bad their curiosity piqued from one point of view par- 
ticularly by General Eleelrie's announcement that it was entering the toy field with 
a greenhouse and a transistorized doll. 

The specific point of interest: whether retailing will be through appliance stores or 
regular toy merchants via the jobber route. 

Use of the appliance outlets has this logic: the biggest buyers of appliances are 
young married couples and most of them have toy-oriented chips. 

Miles Labs (Wade) may be an exception, but Chicago tv reps report they've 
yet to get bids from users to waive the 30-days-before-starling-dale clause on fall 
business. 

Wade has made such requests in the past for schedules taking off in September. 

What may account for the lack of waiver calls: Chicago agencies and reps are so 
snowed under with mop-up work and servicing in connection with the recent rash 
of flight schedules that they haven't the time lo hitch up for the fall. 

The over-all average of the entertainment specials on the tv networks in April 
was slightly under March, but that eould have been due mainly lo the fact there 
were twice as many. 



Mere's how these April specials racked up a< to average audience: 



PROCIUM 


AVC. % 


AVC. HOMES 


At This Very Moment 


14.8 


7,252.000 


Tiinex All Star Comedy 


17.8 


::,722.000 


Academy Awards 


37.1 


10,179,000 


Edie and Her Friends 


2().f> 


10.091.000 


American Landscape 


U!.."» 


C,9f>7,000 


Young People's Concert 


9.0 


4,410.000 


Give Us Barabbas (Hallmark) 


13.9 


6,811.000 


Bob Hope Show 


28.1 


13.769,000 


Devil and Daniel Webster 


11.5 


7.105,000 


Average for April 


19.3 


9,157,000 


Average for March 


20.2 


9.898,000 


Average for February 


18.6 


9.1 I 1,000 


Average for January 


1 5.3 


7,183,000 



Sourre: Nielsen Television Index. 
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SPONSOR-SCOPE continued 



Discard any preconception you may have about housewives with a flock of kids 
not having a lot of time to spend on daytime tv viewing. 

The facts, as shown in a cumulative audience report for March 1961 
Nielsen to NBC TV, are just to the contrary. The younger housewives 
broods have the largest quotient of weekday 10 to 5 viewing. 

Following are some excerpts from this special report that tend to make 



just released by 
with numerous 



AUDIENCE 
COMPOSITION 

Age of housewife 

Under 35 

35-49 

55-pIus 
Family size 

1-2 

3-5 

5 and over 
Age of children 

No children 
Any children 
Any under 5 
Any 5-9 
Any 10-15 



7t> HOMES VIEWING 
DAYTIME AVG. WEEK 

92.9 

83.6 
74.0 

68.5 
78.8 
90.6 

67.5 
88.0 
91.2 
91.3 
86.8 



AO. HRS 
DAYTIME 

11 hrs.; 
10 hrs.; 
9 hrs.; 



11 



8 Ins.; 

9 hrs. 
hrs. : 



the point: 
. VIEWING 
AVG. WEEK 

24 mins. 
18 mins. 
30 mins. 

54 mins. 

30 mins. 



9 hrs. 

10 his.; 

11 hrs.; 
10 hrs.; 
10 hrs.; 



12 mins*. 

42 mins. 

12 mins. 

18 mins. 



Looks like ABC TV will wind up with Mctrccal's (K&E) network largess for 
the fourth 1962 quarter. 

The main portion of the buy is nighttime minutes. 

Metrecal doles it out in quarterly lots and those fourth billings are estimated at around 
$1.5 million. 

It would be interesting to make book on whether the currently highridiiig 
Hazel will match or outreach the total home audience the I Love Lucy scries chalked 
up when it was at its peak. 

One factor that tilts the odds against Hazel as compared to Lucy's era: there's a lot 
more local station competition today. 

Bemused by the possibilities, SPONSOR-SCOPE asked Nielsen for a comparison aud 
here's what it got: 

PROGRAM U.S. TV HOMES LARGEST TOTAL HOMES REPORT PERIOD 

I Love Lucy 37.700,000 19,416,000 First October 1956 

Hazel 49.000,000 16,562,000 First April 1962 

It was a good week on the renewal front for daytime NBC TV, the biggest of 
them all being Albcrto-Culvcr. 

The A-C budget is expected to come somewhat this side of $3 million. (CBS TV has 
been renewed for about the same amount.) Other renewals: 

• Lestoil (Sackel-Jaekson), five quarter-hours over 10 weeks in the fall. 

• American Home Products: alternate quarter-hours in three shows. 

• The Fritos Co., alternate week in four shows. 



NBC TV evidently has found that it hasn't enough football to take rare of the 
prospective market this fall and winter. 

Hence it's scheduling for weekend telecasting a half-hour series that it will hill as Pro 
Football Highlights of the Week. There'll be 16 or 17 of thcin. 
It'll be put together by Tel-Ray, but the pricing hasn't been set. 
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SPONSOR-SCOPE continued 



Gardner seems quite revved up for a blitz on snagging new business. 

In a recent memo circulated to the agency's entire staff president Charles E. Claggert 
urged all hands to he on the alert for hot prospects and pass the tips on pronto to 
the management. 

Gardner, it will Ik; reealled, lost its P&G-Duncan lliucs aerount to Coiuptou several 
weeks back. 

The next approaching step in Nielsen's efforts to cover the entire front; includ- 
ing newsprint in its media comparison and combination service. 

Nielsen's sales staff is telling agencies that the plans are to inaugurate this new element 
very shortly. Also that'll make good stuff for the agencies to feed into their computers. 

As ageney media analysts sec it, Nielsen's eventual goal is to deliver a media 
mix package of data which the advertiser or agency can basically use in these terms: 
(1) gross rating points; (2) reach; (3) frequency. 

Upjohn will probahly he the next naboh in the ethieal drug Held to set up a 
separate division for the over-the-counter trade. 

Merck & Co. got into this parade last week with the announcement that it has put all 
proprietaries into a subsidiary called the Quinton Co. 

Last year Smith, Kline & French gave impetus to its own consumer tentacle, 
Menley & James, via the marketing of Contae (FC&B), a sustained action eold remedy, 
and before that Mead Johnson used its side arm, the Edward Dalton Co., for the big and 
sueeessful push on Metreeal. 

Earlier this year Charles Pfizer elected to take the over-the-counter direction by acquir- 
ing the venerable Thomas Leeming & Co. 

Don't be surprised if Noreleo (LaRoehe) enters the tv daytime field next year 
to introduce a new adjunct to its electric shaver which will be marketed as the 
Home Barber Kit. 

Tt will feature a hair cutter and guide comb that can be attached to the Noreleo 
mechanism after the shaving head's been removed. 

Sales pitch for the family: up to $100 a year can l>e saved on the kids' barbering 
and a thrifty head of the family can let the wife nip his tresses. 

The kit also gives Noreleo an edge on competitors in acquainting the prospective face 
shaver with the brand at a very early age. 

In any event, it's a long step from the old fashioned use of the mixing bowl. 

Syracuse's third station, channel 9, which is due to go on the air 1 September, 
will have the distinction of being run by four different committees. 

The committee eoncept grew out of the fact that the station's corporation is composed 
of various applicants for the channel. 

One committee has authority over building, another over personnel, a third over 
equipment and a fourth concerns itself with network affairs, the selection of a rep and 
the buying of a wire service and film. Henry Wilcox, of WFBL. is chairman of the fourth 
committee. 

Reports last week had it that the choice of a rep was down to PGW and Petry and that 
William II. Grumbles, the station's general manager, was to make the final decision. 

P.S.: The operators of the third station in Rochester, due on the air also in Sep- 
tember, have invited six reps to make a pitch. 

For other news coverage in this Issue: see Sponsor- Week, page 7; Sponsor 
Week Wrap-Up. page 52; Washington Week, page 57; SPONSOR Hears, page 60; Tv and 
Radio Newsmakers, page 66; and Spot Scope, page 57. 
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THANK YOU 



Robert Swanson and staff would like to express their 
sincere thanks to the 1962 American TV Commercials 
Festival for the two Best of Category Awards and the 
Special Citation which were awarded on May 4th. 

As Talent: Best of Category, Utilities Division, for 
AT & T "Gcc, But It's Great To Phone." N. W. Aver, 
New York. 

For Musical Scoring: Best of Category, Apparel Di- 
vision, for DuPont Sweaters of Orion, BBDO, New 
York. 

As Arranger and Talent: Special Citation for Adapted 
Music and Lyrics again for AT & T, "Gee, But It's 
Great to Phone." 



Robert .Swandon productions 

689 FIFTH AVENUE, NEW YORK 22, N. Y. 

Telephone: MUrraj Hill 8-4355 
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"I'm Dickens... He's Fenster." 

"Actually, I'm Fenster, he's Dickens. 
But the show is 'I'm Dickens ... He's Fenster.' 
Actually, I'm Marty Ingels. I forget his name." 
(Actually, he's John Astin.) 





Actually, "I'm Dickens. ..He's Fenster," 
ABC-TV's new comedy series, has to 
be one of the biggest crowd-pleasers in 
many a time period. These two guys, 
fulltime carpenters and sometime 
friends, are the happy inspiration of 
producer Leonard Stern. His comic 
talents include writer-director credits 
on Sergeant Bilko and The Steve Allen 
Show . Dickens & Fenster are believably 
funny people involved from week 
to week in believably funny situations. 
Whence springs the best of all comedy. 
Their funny business starts Friday, 
Sept. 28 at 9 PM. After which some 
deadly serious sponsors will, as they say, 
start laughing all the way to the bank. 

ABC Television 
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Coke-Pepsi budgets 
highest in history 

^ No pause, even for refreshments, in the 
battle between the two big bottling giants 

all those who have contributed to broadcast aud other media 
revenue, none should be more fittingly enshrined than two deep 
South apothecaries, John S. Pemberton of Atlanta, and Caleb 'Doc' 
Bradham of New Bern, N. C. The former alchemized Coca-Cola 
in 1886; the latter formulated Pepsi-Cola in 1896. Pemberton, 
during that first year, spent $46 for advertising and disposed of 
25 gallons of Coke syrup. Bradham's ad and syrup disbursements 
at that time coidd not have been much more, were probably less. 

The Coca-Cola Co., leading bottling advertiser in the world, 
spent $7,885,360 in television alone in 1961, an increase of 66.1% 
over its 1960 video budget. It was, by far, the biggest share of 
Coca-Cola's advertising in the four major media. Pepsi-Cola 



sponsor • 25 JUNE 1962 



Coke & Pepsi, in effort to dominate soft drink 
market, are setting ad expenditure records 



upped its t\ spending by 78.6'~( last 
\ear to hit $5,570,626 against 
$3,119,040 in 1960. 

Coke's total advertising in major 
measured consumer media in 1961 
came to $13.17 1,931. Pepsi, it is fig- 
ured, spent $10,274,879 in all media 
in 1961. Coke's percentage increase 
o\er 1960 was 12.5; Pepsi's. 2.3. 

But these figures for the two co- 
lossal soft drink makers are already 
soggy as yesteryear's blend of sugar, 
vanilla and eola nut. Today's are in- 
finitely brighter, and if the unremit- 
ting krieg between Coke and Pepsi 
continues, observers predict, the ad- 
vertising and promotional budgets of 
these two soft drink makers should 
soar to astronomical heights in an 
endeavor to cover the market around 
the glol>e. Major ammunition in this 
battle for markets will be television 
and radio. 

Coke executives told sponsor last 
week they planned to spend approxi- 
mately $17,000,000 in broadcast me- 
dia this } ear. Some $12,000,000 will 



go into tv, the rest into network and 
spot radio. 

In a typical week this summer. 
Coke commercials on network tv will 
reach more than two-thirds of all tv 
homes, each home seeing more than 
two commercials a week. It is esti- 
mated that over a four-week period, 
the network commercials will reach 
95^ of all tv homes. 

The message to be stressed in sum- 
mer tv copy is "Enjoy an ice-cold 
Coke— RIGHT NOW!" This will In- 
hacked up with a radio transcription 
featuring Anita Bryant which will 
support the theme. 

Pepsi will continue to be one of 
the biggest radio advertisers. For 
the summer months, full network spot 
radio schedules are planned and will 
run at a peak of 140 spots per week. 
Sinser Joanie Sommers will be 
backed up by Mitch Ayres' band do- 
ing the Pepsi Song in a wide variety 
of announcement-types. Included in 
Pepsi's overall radio plans is the 
Jim Broun Show, recorded comment 



on the national sports scene by Jim 
Brown. Cleveland Browns' fullback. 
Exclusive sponsorships are offered to 
franchised Pepsi bottlers. 

Philip B. Hinerfeld, v. p., advertis- 
ing, Pepsi-Cola, told sponsor that a 
substantial portion of Pepsi's ad- 
promotional budget is allocated for 
broadcast media. During 1962 Pepsi 
will have more tv frequency than at 
any time in its history, with exten- 
sive parent company network spon- 
sorship complemented bv local bot- 
tler video campaigns. 

"In radio, the combination of par- 
ent company spot placement and 
bottlers' schedules is giving Pepsi 
the greatest radio frequency we ever 
had." Hinerfeld continued. "Broad- 
cast advertising has always been an 
integral part of Pepsi-Cola Co.'s 
overall advertising mix. Observers 
have credited broadcast as a kev fac- 
tor in the company's spiraling sales 
and profit performance since 1950." 

Despite the war between the two 
biggest suppliers of cola drinks to 
thirsty homo sapiens around the 
world (Coke has some 776 bottling 
plants in 114 countries; Pepsi has 
256 plants in 90 countries), both 



Top ten advertisers in bottled and canned soft drinks '61-'62 





Network 


FIRST QUARTER 1961 
Spot 


Total 


Network 


FIRST QUARTER 1962 
Spot 


Total 


Coca Cola Co. 


$451,590 


$1,385,230 


$1,836,820 


$550,524 


$2,581,230 


$3,131,754 


Pepsi Cola Co. 


233,772 


937,680 


1,171,452 


699,619 


1,339,610 


2,039,229 


Seven-Up Corp. 


336,660 


126,370 


463,030 


490,950 


136,500 


627,450 


Royal Crown 




120,480 


120,480 




195,270 


195,270 






Canada Dry 


194,390 


64,080 


258,470 




88,720 


88,720 


Dr. Pepper 


10,000 


105,820 


115,820 




147,260 


147,260 


Cott Beverage 




57,210 


57,210 




70,400 


70,400 






Schweppes 




2,840 


2,840 




17,460 


17,460 






Hammer 




129,090 


129,090 




60,260 


60,260 






Hoffman 










15,600 


15,600 










Total Top Ten 

Sources: Network: Tvll.'I 


$1,226,412 

NA JSAIt Spot: TvB 


$2,928,800 

RombauEh. 


$4,155,219 


$1,741,093 


$4,652,310 


$6,393,403 
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Leading bottled & canned soft drink advertisers in 1961 



Television 



Newspapers 



Magazines 



Outdoor 



Total 


%TV 


$13,474,831 


58.5 


10,274,879 


54.2 


6,032,154 


37.5 


2,979,416 


23.5 


2,542,304 


45.2 


1,279,039 


62.5 


882,094 


83.2 


796,695 


44.0 


385,030 


100.0 


322,272 


75.2 


$38,968,714 


51.5 



Coca Cola Co. 



Pepsi Cola Co. 



Seven-Up Corp. 



Total Top Ten 



$7,885,360 



$ 564,511 



5,570,626 



2,021,999 



2,263,281 



Royal Crown Cola Co. 


701,100 


Canada Dry Corp. 


1,149,560 


Dr. Pepper Co. 


799,010 


Cott Beverage Corp. 


734,180 


Schweppes (USA) Ltd. 


350,270 


Hammer Beverage Co. 


385,030 


Hoffman Beverages 


242,270 



361,557 
626,050 
480,931 
101,941 
147,914 
81,885 



62,902 



$20,080,687 



$4,449,690 



$2,937,664 
1,927,646 
2,251,359 
869,406 
676,370 
235,250 

364,540 



17,100 
$9,279,335 



$2,087,296 
754,608 
1,155,957 
782,860 



235,443 



142,838 



$5,159,002 



Sources: Television: TM5-Rorauaugli and LNA-BAR. Newspaper:,: Bureau of Advertising. Magazines: Leading National Advertisers. Outdoor. Outdoor Advertising. Int 



have recorded the highest sales in 
their history. 

Consolidated 1961 net profit for 
Coke after reserves, taxes and all 
other charges was 542,487,358, or 
$3.08 per share. This compares with 
$39,341,319 or $2.87 per share in 
1960. 

Net sales for Pepsi in 1961 were a 
record $173,854,426 compared with 
$157,672,258 in 1960. Net income 
for 1961, after taxes and adjustment 
for foreign activities, amounted to 
$14,368,035 compared with the pre- 
vious high in 1960 of $14,180,701. 

Pepsi's war against Coke is indeed 
effective, say many observers. They 
say there is a new militancy at 
Coke and its bottlers are now ha\ ing 
to fight to maintain top position in 
their territories. It is said that Coke, 
the giant, is at last awakening to 
Pepsi's influence and market infiltra- 
tion and beginning to slug it out with 
the young upstart. "Coke has finally 
conceded that we're in the hall 
game," a Pepsi executive said ex- 
ultantly. 

It has even reached the stage where 
chief executives of the contestants' 
advertising agencies have entered the 



fray with more than academic 
stance. Charles Brower, president of 
BBDO, agency for Pepsi, in unveil- 
ing last year's campaign for the 
client, told all present that the ad 
campaign not only had the potential 
of "knocking you off \our seats right 
here in the aisle, but of knocking 
your fatheaded competitor off his un- 
deserved pedestal forever!" 

These bellicose words may not 
have produced an immediate revolu- 
tion at Coke but they did result in a 
small tremor, according to reports. 
But most Coke executives still refer to 



makes the 
difference 




BATTLE of the bottle vs. can — Armstrong 
Circle Theatre commercial points up advan- 
tage of glass package over disposable can 



Pepsi as "the imitator'" and proclaim 
that Pepsi reached its peak three 
years ago and hasn't done much since. 

"Pepsi is clever, shrewd, astute 
and damn progressive." one Coke 
executive told SPONSOR. "We have a 
great deal of admiration for those 
fellows." But one detects in these 
words the loft) condescension of a 
dowager dame looking down her 
lorgnette at a dead-end kid sporting 
brass knuckles and a flashy diamond 
stickpin. 

That Coke has taught the advertis- 
ing world many invaluable precepts 
was made clear on Tuesday, 12 June, 
when Marion Haqser. Jr., chairman 
of the board of the 4A's and chair- 
man of the board of Interpublic 
(McCann-Erickson, an affiliate, is the 
agency for Coke) spoke at a Coca- 
Cola Area Advertising Meeting. 
Harper saluted Coke for pioneering 
"in the use of advertising in Amer- 
ican business, both here and abroad." 
Its (Coke's) advertising practice has 
provided a kind of graduate busi- 
ness course for enterprises in many 
different fields, including its own 
field of refreshments," Harper said. 
"It led the way in its advertising phi- 
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losophy. and as a result it established 
a decisive lead o\er an\ possible 
competition. " The '"competition" 
Harper alludes to is undoubtedly 
Pepsi. 

Evidently. Pepsi was pleased with 
its 1901 campaign prepared by 
HBDO. It continued the theme this 
year and more important, increased 
the budget by some 29 r r. The con- 
tinuing theme. "Now It's Pepsi for 
Those Who Think Young." appeared 
to go well with young people. Ac- 
cording to BBDO researchers. 811 
of teen-agers and 161 of young 
adults — regarded as the prime mar- 
ket for soft drinks — knew the Pepsi 
theme. BBDO execs also pointed out 
that Coke spends far more than Pepsi 
yet. some time after the Pepsi cam- 
paign got under way. ''two of three 
persons questioned believed Pepsi ad- 
vertised more." In tv and radio, as in 
print, the prime copy words remain 
"light." "bracing." and "clean tast- 
ing." These words, according to the 
agency, came up highest in tests for 
effectiveness and strong Pepsi identi- 
fication. 

Survey after survey reveals that 
cola drinks continue to account for 
more than 60*7 of all soft drinks 
sold. There has been a rise in sale 
of lemon-lime drinks, now getting 
some \8'"( of the total market. Other 



significant factors in the soft drink 
industry : the 10-ounee bottle is 
gaining rapidly with current sales at 
100 million cases (24 bottles per 
easel a year; sales of soft drinks in 
service stations are growing, having 
risen to some 7*7 of total industry 
sales; industrial sales (at work or 
school) now account for 19TJ of 
total industry sales. Coke and Pepsi, 
it is estimated, have 85% of the U.S. 
eola-drink market bottled up. Coke 
alone sells 70 million bottles daily 
around the world and sells it in 60 
different languages. 

The top 10 soft drink bottlers in 
the U.S. increased their ad spendings 
in major consumer media by 10.3*7 
last year, with tv's share zooming to 
51.5% from 39.7% in 1960, accord- 
ing to TvB figures. The top 10 soft 
drink bottlers, based on their first 
quarter 1962 gross time expenditures 
in tv, are Coke, Pepsi, Seven-Up, 
Royal Crown, Canada Dry, Dr. Pep- 
per, Cott Beverage. Scbweppes. Ham- 
mer and Hoffman. 

Soft drink business on the net- 
works is ahead this summer. Canada 
Dry is in National Velvet, Laramie 
and Outlaw and Seven-Up is in Inter- 
national Show Time over NBC TV. 
Dean Shaffner. director sales plan- 
ning, NBC TV. told sponsor that for 
those soft drink makers whose dis- 



AD BUDGETS studied by execs at Coca-Cola Export (l-r) A. A. Joary, ad mgr., Belgium 
area; Dr. Arnold Corbin, mktg. prof., NYU & J. W. Rintelen, v.p. ad dir., Coca-Cola Export 



tribution is sufficiently broad to per 
mit national or regional network 
purchases "the advantages of net 
work over spot are numerous and 
important. For one thing, the nurfl 
her of homes watching tv in summer 
is very slightly below those watching 
peak-season tv." Shaffner said. "One 
Nielsen comparison of August with 
March showed that the total number 
of homes watching tv in a week was 
only three per cent lower in the sum 
mer .... despite lower sets-in-use 
levels, summer repeats typically aver 
age very nearly as high a share of 
audience as their originals achieved 
during the regular season." 

CBS TV has Coke on Perry Mason 
for one-third sponsorship; Coke also 
bought four alternate quarter hours 
in the daytime plus participation in 
the Morning Minute plan. 

ABC TV's soft drink business is 
ahead of last season. Coke has bought 
Ben Casey, The Hathaways, Ifa 
xcaiian Eye, H oily wood Special, Law 
man. Leave ft to Beaver, Ozzie & 
Harriet, Room for One More, 77 
Sunset Strip, Surjside Six and 
Tours for a Song. Pepsi bought 
Cheyenne, Target, The Corruptors 
and Surjside Six. Dr. Pepper is in 
the American Band Stand. 

According to Fred Pierce, ABC 
TV director of research and sales de 
velopment, the increase in soft drink 
expenditures on network tv this sum 
mer is a result- of two faetors: first 
the flexibility which network tv of 
fers and second, soft drink makers 
have found it efTeetive to merchan 
dise name tv shows and personalities 
to the dealers around the country. 

Nor is network radio neglected by 
the nation's top soft drink makers; 
in fact, it too is sharing in the 
wealth. CBS Radio got Pepsi to buy 
a 12-week participation deal in news, 
Dimension and sports. Canada Dry 
is in a four-week campaign. "There 
are no mysteries, of course, as to why 
soft drink producers conduct inten- 
sive advertising campaigns on radio 
in the summertime," George Arke- 
dis, v.p., network sales. CBS Radio, 
told sponsor. "Summertime is no 
doubt consumer time for the soft 
drink industry. But interestingly 
enough, radio is the one medium 
I ['lease turn to page 47) 
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Cost of reaching cigarette-users by program type 



PROGRAM CATEGORY 



WESTERNS 



MYSTERY-ADVENTURE 



DRAMA 
VARIETY 



NEWS 



SITUATION COMEDY 



QUIZ-PANEL 



MEDIAN CPM* 


AVERAGE CPM* 




•pZ.30 


1.99 


2.05 


2.02 


2.03 


2.08 


1.86 


2.99 


3.05 


3.47 


3.76 




3.09 



== *CPM hei'e refers to cost-per-thousand per commercial minute (not includl'iL* talent lees) per total cicaretle sniokeis in audience. Source: The Pulse, Inc. 

g EFFICIENCY oj various network tv programs in reaching the smoker is best represented by the median c-p-m 

liiiiiifiiiiiiiiiiiiiiiiiiin . r 



MORE SMOKERS AT LESS COST 

^ Cost-per-1,000 means a lot more to cigarette advertisers when based on viewers 
who smoke — new demographic breakdown from Pulse isolates "waste" audience 



N ot so long ago — and to great ex- 
tent even now — the placement of 
broadcast schedules which targeted 
the consumer were much like the 
child's game of pinning the tail on 
the donkey. Armed with head-count- 
ing figures, timebuyers and their 
mentors worked media miracles in 
what some would call a sophisticated 
game of "blind man's bluff." 

But the long hullabaloo from vari- 
ous corners of the ad industry for 
more and more qualitative, or demo- 
graphic, data on broadcast audiences 
has finally begun to draw some vis- 
ible results. 

The research services have given 
qualitative audience studies serious 
thought, and some have given it seri- 
ous application. Last week, The 
Pulse, Inc., released to SPONSOR the 
results of a study made on the cost- 
per-1,000 of reaching not just view- 
ers, but viewers who are definite 
prospects, in this case for cigarette 
advertisers. 



The cigarette smoker data is among 
the more recent in what Pulse calls 
"Tv Audience Profiles," a series of 
studies begun in November 1960. 
Prior to these profiles, says Pulse, 
marketing and advertising men had 
to rely on intuition or costly special 
surveys to determine which tv pro- 
gram offered more prospects or big- 
ger concentrations of prospects) for 
their products. Thus, they did not 
know with certainty if their budgets 
were being spent with maximum cost- 
per-prospect efficiency. 

But in light of the product-use and 
demographic characteristics which 
apply to the advertised product — in 
this case cigarettes — the advertiser 
can examine programs and program 
types in terms of maximum prospects 
rather than maximum viewers. 

The cost-per-1,000 viewers con- 
cept, then, may be extended to cost- 
per-1,000 "pertinent viewers — view- 
ers who may be legitametly consid- 
ered in the advertiser's market po- 



tential,'' in the words of Laurence 
Roslow, Pulse associate director. 

In the charts on this and the fol- 
lowing page, 45 tv programs spon- 
sored by cigarette companies in the 
1961-62 season are analyzed for their 
cost-per-1.000 per total cigarette- 
sinoking viewers. On this basis, the 
cost-per-1.000 ranges from a low of 
SI. 08 for the Jack Paar Show, to 
$5.43 for the Bob Cummings pro- 
gram. The median cost is $2.21, 
based on a median of total cigarette 
smokers in the audience, or 8.829.- 
000. The average cost is $2.47 per- 
1.000. based on an average of 9.555,- 
000 cigarette smokers. 

The median and the average are 
given, explains Roslow, because an 
average alone is often misleading. 
These figures tend to make an aver- 
age lopsided. 

On the other hand. Roslow ex- 
plains, a median gives a "truer meas- 
ure." In the chart on the next page, 
for example, where 45 "cases'' or 
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What tobacco sponsors get for the money on tv programs 

TOTAL CIGARETTE TOTAL CIGARETTE 

PROGRAM SMOKERS CPM* PROGRAM SMOKERS CPM* 



Jack Paar 


6,995,000 


$1.08 


Wagon Train 


19,663,000 


1.39 


Perry Mason 


16,118,000 


1.40 


77 Sunset Strip 


13,145,000 


1.42 


Rawhide 


15,300,000 


1.45 


Cheyenne 


12,927,000 


1.46 


Naked City 


12.319,000 


1.50 


Hawaiian Eye 


11,291,000 


1.51 


Surfside Six 


11,400,000 


1.51 


Dr. Kildare 


13,036 000 


1.59 


Gunsmoke 


16,718,000 


1.65 


Saturday Night at the Movies 


11,413,000 


1.66 


Dick Powell 


11,427,000 


1.88 


New Breed 


8,959,000 


1.91 


Checkmate 


13,390,000 


1.97 


Target the Corrupters 


9,040,000 


1.99 


Route 66 


13,014,000 


2.C2 


Singalong with Mitch 


12,709,000 


2.02 


Adventures in Paradise 


8,699,000 


2.12 


Ed Sullivan 


13,936,000 


2.14 


Bus Stop 


7,636,000 


2.16 


Garry Moore 


13.664,000 


2.19 


Cain's 100 


8 673,000 


2.24 



•CusL-per-1, (HH) jm coinim-rcla! minute per tutal cigarette smokers. "*.N.\- -Not available. 



Defenders 


11,346,000 


2.35 


CBS News 


8,509,000 


2.38 


Follow the Sun 


7,172,000 


2.39 


Price Is Right 


8,509,000 


2.47 


Twilight Zone 


f\ FT A f* AAA 

9,545,000 


2.52 


o/in rrecinct 


/,/4D,UUU 


z 04 


FlintQtnnoc 

r III 1 13 IUI 1 C9 


a Q79 nnn 

0,0/ £,UUU 




Hennessey 


8,029,000 


2.89 


Huntley Brinkley 


8,693,000 


2.99 


Thriller 


7,200,000 


3.01 


Detectives 


7,963,000 


3.13 


Lawman 


7,909,000 


3.33 


Joey Bishop 


7,036,000 


3.47 


Dobie Gillis 


8,099,000 


3.59 


Wells Fargo 


5,809,000 


3.62 


To Tell the Truth 


7,036,000 


3.71 


Eyewitness 


5,154,000 


3.77 


Tall Man 


5,836,000 


3.79 


Father Knows Best 


5,209,000 


3.93 


Bachelor Father 


5,972,000 


4.26 


Bob Cummings 


4,817,000 


5.43 


Outlaws 


7,528,000 


NA** 


MEDIAN 


8,829,000 


$2.21 


AVERAGE 


9,555,000 


$2.47 



Source: Tlie l'ulse. Inc. 



programs are studied, the median 
would be the 23rd program, Cain's 
100. However, hecause cost-per-1,000 
prospects is not available for the last 
program, the Outlaws, the median is 
actually derived from a total of 44 
cases instead of 45. Thus the median 
i-> taken from an average of the 22nd 
and 23rd programs, Garry Moore, 
S2.19, and Cains 100, $2.24. The 
final median figure, then, is $2.21 
per thousand. The same process is 
followed to find the median for pro- 
gram types in the chart on page 31. 

Although the information in these 
charts deals exclusively with cigar- 
ettes, the Tv Audience Profile study 
from which it wes taken covers 11 



other consumer-owning and -using 
categories. They are: air-travel, 
automotive, beverages, cereal, cos- 
metics, electrical appliances, groc- 
eries, hair preparations, insurance, 
paper goods, pharmaceuticals, soaps 
and detergents, and magazine reader- 
ship. Included also are 16 socio- 
economic characteristics. 

Pulse maintains that because total 
tv homes now account for approxi- 
mately 907f of U.S. homes, the mar- 
keting data in Pulse profiles may be 
considered valid for the country as a 
vshole. For example, the statement 
that '12,108,000 viewers drank three 
or more cups of regular coffee at 
home "yesterday," vs 13,226.000 for 



instant, is said to be virtually true for 
the entire country, viewers and non- 
viewers alike. 

According to Roslow, Pulse now 
has data in its electronic memory files 
on several hundred different product- 
use and socio-economic characteris- 
tics, and can cross-tabulate any two 
or more of these for a client. For new 
surveys, subscribers are entitled to 
use a question of their own choosing 
for the personal interviews. Each 
question is answered in two dimen- 
sions. Roslow explains; first, the ab- 
solute number of viewers bearing the 
characteristic, and second, the con- 
centration of such viewers among all 
of a program's viewers. ^ 
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RADIO SELLS 'QUIETVILLE, USA' 



^ Large muffler chain uses radio to promote silence, 
finds off-beat spots and 'recreation' rooms help sell 

^ First in business to franchise, Midas, Inc. buys vol- 
ume national advertising, with large dealer outlays 



_ CHICAGO 
I ndustries engaged iii the burgeon- 
ing franchising war often need ma- 
rine-like backing to reinforce market- 
ing advantages. Radio has proved a 
successful maneuver for a Chicago- 
based Midas, Inc. This company com- 
bines a corporate campaign on net- 
work radio with an enormous under- 
lay of individual local campaigns 
conducted independently by dealers 
throughout the country, producing an 
advertising saturation impact. 

Midas was among the first to plan 
franchise operations. Its muffler chain 
now totals 400 shops stretching across 
the nation, into Canada, and even 
Hawaii. But prior to 1956, when a 
far-sighted young man sat down with 
the president of International Parts 
Corporation to map out what has 
become the largest muffler shop op- 
eration in the world, there wasn't a 
national automotive franchising oper- 
ation in sight. 

The businessman who conceived 
the idea is 34-year old Gordon Sher- 
man, today president of Midas, a 
wholly owned subsidiary of Inter- 
nationa] Parts. A man whose adver- 
tising concepts equal the sophistica- 
tion of his merchandising concepts, 
Sherman has some firm convictions 
on how radio works for his company. 

Sherman concludes that radio is 
the medium for Midas because of two 
factors: "First," he says, "the easiest 
way to convey an audio message is 
via sound — and radio gives the broad- 
est scope of creativity. Secondly, 
radio offers the greatest opportunity 
for repetition." 

What Midas is selling, in essence, 
is silence. "And you can't scream 
silence," Sherman observes. Midas 
sells silence via an off-beat sound- 
effects commercial called "Quietville, 
USA." Incorporating sounds of sum- 



mer with rush hour traffie, the ticking 
of clocks, and the gasping cough of 
a sick exhaust system, it ends with the 
silencing of a tired muffler with a re- 
placement at Quietville (A Midas 
Shop) . 

Alternated with this spot is a mu- 
sical jingle explaining how an auto 
gets its tired muffler silenced at Midas. 
These two commercials are the back- 
bone of a 26-week NBC schedule 
Midas is conducting this spring and 
next fall, bridged by local dealer 
campaigns. 

As for frequency. Sherman main- 
tains that all rhetoric is a drive for 



credibility. In the case of radio com- 
mercials, he says, credibility conies 
through repetition. 

Message frequency is of prime im- 
portance to Midas' marketing needs, 
as well. Mufflers, not an impulse item, 
are purchased only when replacement 
is necessary. And it is Sherman's 
belief that constant radio reminders 
about the Midas shops impel the mo- 
torist to stop in when the roar of a 
blown muffler sounds the replacement 
warning. 

"A few years ago we put on the 
dog," Sherman says, ''by going into 
tv specials. In both 1959 and I960 
we set a new course in broadcast 
media swinging into a heavj tv sched- 
ule. To be consistent with a format 
of credibility, we helped support the 
All Star Baseball Game Prevue, Ken- 
lucky Derby Prevue and the U. S. 
Open Golf Tournament. In those two 
years, when our advertising budget 
reached its peak at approximately 
$1 Vl> million each year, we found that 




ALBUM of Midas' Quietville was distributed to local dealers for broadcast use on individual 
campaigns. Local campaigns add to Midas' national radio push on NBC, creating more impact 
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the impact of video over audio alone 
just didn'l jusiifx the cml differen- 
tial." 

Mida«" pa?l record adequately re- 
flect- the p reference for radio and the 
classic news type formal. In previous 
years the company lias hacked such 
radio new- program;- as I'aul Harvey 
anil the \eus. Charles Collingwood 
Reports. John Cameron Sieayze, and 
Monitor. 

Launched on I June. .Midas' cur- 
rent radio soiee marks the fifth con- 
secutive year of association with NBC 
AVkv> on the Hour. The Midas adver- 
tising budget for this year has been 
estimated at around $600,000. 

In addition to this outlay. Sherman 
estimates that the individual Midas 
dealers spend about S3 million annu- 
ally on local campaigns in their own 
markets. I his expenditure is not in 
the nature of a co-op fund, hut adver- 
tising undertaken and paid for by the 
Midas franchisee. Each Midas shop 
owner sets up his own program which 
usually includes newspaper mats and 
radio .-pots in each market. The new 
Midas radio spots have been recorded 
on long-play stereo records as a free 
local tie-in package for dealers. Each 
one receives an album, along with an 
explanation of the Midas national ad- 
vertising approach, schedule of ads. 
and sample scripts. 

Sherman's franchising idea, ini- 
tially, was to combine the best aspects 
of discounting and custom service 
into a nation-wide chain of profitable, 
independently managed dealerships, 
offering a durable product at a com- 



petitive price in the industry. 

Viewing a franchise as more than 
a contract to distribute and sell goods 
within a specified area more than a 
Midas sign displayed to backstop a 
local franchisee. Sherman feels that 
it's a skillful art form. 

Documenting this conviction. Sher- 
man told SPONSOR that although total 
muffler and exhaust system parts total 
an estimated $250 million annually, 
Midas went into the field for its own 
fulfillment, not to capture a market. 

One of the bonus advantages to 
emerge from .Midas national adver- 
tising is this, according to Sherman: 
It has conveyed to dealers what Midas 
home management in Chicago expects 
of iheni as franchisees. 

The growth of Midas, Inc. through 
advertising has been traced with thor- 
ough-going religiosity, Sherman em- 
phasizes. Establishing brand identity 
among consumers in the automotive 
replacement market is a herculean 
task, he says, because of point of 
purchase obscurity. This is where 
Midas has the edge over its competi- 
tion, which is composed chiefly of 
gas stations. 

From its beginning, Midas adver- 
tising strategy was based on overall 
national campaigns backed up by the 
local radio and newspaper campaigns 
waged by the franchise operators. 
This strong interlacing of national 
and local advertising is precisely what 
accounts for the nature of Midas 
growth, Sherman feels, attributing the 
saturation effect directly to the com- 
bination. 



Of Midas customers, Sherman says 
that an enormous preponderance are 
housewives. Yet, Midas radio com- 
mercials are not aimed toward the 
female audience, but toward the male. 
"We reach the housewife through her 
husband," Sherman says, "he is the 
one that sends his wife and the family 
auto to a Midas shop." 

A few months ago Sherman felt 
that the end of the niufller surge was 
approaching, and he did not antici- 
pate establishing more franchises. 
However, about 50 more Midas shops 
will be added to the chain during the 
next 12 months; not because of an 
increase in autos — he has discovered 
that the demand for auto parts re- 
mains fairly constant — but because 
drivers are reluctant to drive very far 
with a muffler that needs replacement. 

Sherman considers franchising an 
exciting distribution channel with op- 
portunities for real expansion from 
one product line into related groups. 
The Midas shops now offer shock ab- 
sorber and seat belt installation as 
well as muffler service. 

i\ow Sherman and his team are 
preparing to repeat the success story 
all over again; this time with a chain 
of brake repair shops. This new ven- 
ture is viewed by industry observers 
as another opportunity for radio to 
demonstrate how well it can work for 
the franchise field, nationally and at 
the local level. As Gordon Sherman 
puts it. "We are at perfect peace with 
radio, and on the basis of its proven 
success, we don't have to explain our 
feelings about its effectiveness." ^ 
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ONE of the many stations in this country which has been entangled in the Section 315 equal-time web is WPIX, New York. During the 1961 
mayoralty election, equal time was given to four minority-party candidates in addition to Mayor Wagner (r) and SOP challenger Louis Leflcowitz 



WHEN MUST I GIVE EQUAL TIME? 



^ Does Section 315 apply to on-the-air editorializing? 
Many broadcasters and most admen do not know! 

^ Here, as a service to the industry, is an explanation 
of the ground rules of political and opinion programing 



^The electrifying U.S. Supreme 
Court decision two weeks ago favor- 
ing WMCA in its stand against New 
York State on apportionment in the 
legislature has focused national atten- 
tion on the growing practice of broad- 
cast editorializing. 

The practice shares the wide misun- 
derstanding, and is often confused 
with, broadcasts of political candi- 
dates. Many broadcasters are con- 
founded by the regulations and in- 
terpretations of Section 315 of the 
Communications Act which deal with 
candidates and by the Fairness Doc- 
trine which deals with editorializing 
and other political broadcasts. 

It is a certainty that the confusion 



will be manifest this fall when con- 
gressional, senatorial, and numerous 
state and local elections get under- 
way. 

Section 315, although widely dis- 
liked, is in itself not too often mis- 
understood. The Fairness Doctrine, 
however, because of its lack of hard, 
set-down dogma, induces the greatest 
number of puzzlements. 

Although this may be so. an NAB 
official pointed out, it "is to be pre- 
ferred to a system containing a strict 
set of guidelines which would then 
deprive a broadcaster of his own 
judgment in editorializing." With 
practice, the mud puddle will clear, 
he predicted. 



In addition to the fuzziness, an in- 
tangible fear exists in the minds of 
some broadcasters that in the course 
of editorializing, let us my. and while 
being "fair,"' they may be run to 
earth by a capricious, axe-grinding 
government agency. 

The purpose of this article then is 
to try to clarify the rights and duties 
of radio and tv licensees while broad- 
casting programs of a political nature 
or when editorializing, about politics 
or otherwise. 

Two categories of "ground rules" 
exist to guide radio and t\ broad- 
casters in handling political, candi- 
dates and their followers, political 
editorials, non-political but controver- 
sial editorials, and other ("Mother- 
hood") editorials. 

Section 315 is invoked when — and 
only when — a candidate himself, and 
not a spokesman, is seen or heard on 
a program. The details are given in 
the chart on page 36. 

All other usages of air time for 
reasons mentioned above are gov- 
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Two government instruments bind 
political and editorial broadcasts 

Section 315 oj the Communications Act oj 1934 is Congressional Laic. 
Fairness Doctrine, which applies to controversial issues, is FCC policy. 

0| C When a political candidate himself appears on radio or tv, 
0X3 or if his recorded voice is used, equal opportunity (often 
called "equal time") must be given to all qualified opposing candi- 
dates for the same office who request it within seven days of the 
program. In this situation, a station is not required to contact 
other candidates. Here also, the broadcaster is free of responsi- 
bility for libelous or other remarks made by the candidates. When 
a political candidate appears on a bona fide news-type program 
the equal opportunity provision of 315 does not apply. Equal oppor- 
tunity does not mean that a station is required to avail candidate 
B of exactly the same time period used by candidate A. Nor is a 
station required to make available periods requested by either 
A or B. Costs must be the same for one as for the other. Any 
discrimination is prohibited. A station is not obliged to sell or 
provide free to time to political candidates, but as long as it wishes 
to serve "the public interest" it should at least keep the public 
aware of controversial sides via editorials or opinions (see Fair- 
ness Doctrine below). Breech of 315 by a station could result in 
license-revokation proceedings, or failure to receive license re- 
newal. 



FAIRNESS DOCTRINE 



When a political candi- 
date's representative 
uses a station's facilities, the station must provide "reasonable 
opportunity" to the candidate's opponents (but not to opposing 
candidates). The station must get in touch with the other side(s) 
and invite a reply. However, the station does not have to afford 
an approximation of time, as in 315. The licensee also may pick 
a spokesman for the other side (but he must be "fair"). Here, in 
contrast to the freedom of censorship responsibility granted solely 
under 315, the licensee must censor all libelous and obscene re- 
marks made by spokesmen, for the station is liable. 

When a station delivers an editorial on behalf of a political 
candidate, the station must again provide "reasonable opportunity" 
for reply. The same obligations apply as those which govern ap- 
pearances of spokesmen — in addition to which editorials must be 
"timely." That is, they must be delivered so that opponents will 
have a chance at rebuttal. 

When a station delivers a controversial editorial on issues other 
than political, it should encourage replies from people or groups 
it deems responsible for opposite views. A way to handle this is 
as letters to the editor. Good procedure is to mail a copy of the 
editorial and an invitation to reply to interested groups. 

When a station delivers a controversial editorial on an individual, 
the station should offer a chance to answer. 

When a station delivers a non-controversial editorial, civic 
groups, etc., may be sent a copy and asked to reply. But this is 
not a legal obligation in most instances. 

Again, as in 315, a breech of the Fairness Doctrine could block 
license renewal. 
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erned by the Fairness Doctrine, which 
is FCC policy on these matters. 

The penalty for transgressions in 
either case is the possible loss of li- 
cense at renewal time. 

But hroadcast licensees are pro- 
tected against any conceivable abuse 
of power by the Commission in the 
exercising of its licensing authority 
hy the procedural safeguards of the 
Communications Act and the Admin- 
istrative Procedure Act, and by the 
right of appeal to the Courts from 
final action claimed to be arbitrary 
or capricious (FCC report on Edi- 
torializing; by Broadcast Licensees, 
2 June 1949). 

Also, FCC Chairman Minow, at the 
NAB Editorializing Conference in 
March, assured broadcasters that the 
Commission stands behind them and 
is "not here to 'hushwhack' " them. 
He also encouraged broadcasters, 
whom he called "men of responsibili- 
ty and goodwill," to do more edi- 
torializing. 

FCC Commissioner Frederick W. 
Ford, at the same conference, also en- 
couraged editorializing and, in an- 
swer to a question, disclosed that he 
recalled no instance in which a sta- 
tion's editorial policy had been an is- 
sue in a hearing, on a renewal appli- 
cation or under a 309(h) letter. 

"Then if all they have to do is be 
fair, what are broadcasters afraid 
of?" The question affords no easy 
answer. 

But they are unanimous in their 
denunciation of such legislation as 
that recommended in a report re- 
leased in April by the Senate Sub- 
committee on Freedom of Communi- 
cations, chaired hy Sen. Ralph W. 
Yarborough (D., Tex.). 

"If such recommendations were en- 
acted into law, there would be no 
such thing as free broadcast journal- 
ism," the NAB's chief counsel Dong- 
las A. Anello has warned. 

"Its recommendations would in ef- 
fect nullify his (broadcaster's) exer- 
cise of individual judgment and re- 
sponsibility. It would to all intents 
and purposes make broadcasting sta- 
tions carriers rather than journalistic 
enterprises," he said. 

Howard Bell, NAB vice president, 
industry affairs, said such a law 
would be an "insult to the integrity 
HI0 of a broadcaster and would impinge 
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I What a broadcaster can and cannot do under Section 315 

1 nil I W one political candidate buys more time than another, is the station required to halt 

1 I such sales because of the unbalance? May a station charge premium rates for a 

1 political broadcast? May a station with both national and local rates charge a candidate for 

| local office its national rate? A station regularly does business through advertising agencies 

1 and gives its customary commission. For example, candidate A buys $100 worth of time through 

| an agency. The station receives $85. Candidate B, sans agency, demauds the same time for I 

§ $85. Is he entitled to it? Must a station make time available to a Communist Party candidate? 8 

1 ("No" is the correct ansrver to all the questions in this paragraph) 

B y LV If a station owner, or a station advertiser, or a person regularly employed as a sta- 

1 I Lw tion announcer were to make any appearance other than on a bona fide news pro- 

| gram over a station after having qualified as a candidate for public office, would Section 315 1 

g apply? Is a political candidate entitled to receive discounts? Can a station refuse to sell at 1 

| discount rates to a group of candidates for different offices who have pooled tlieir resources to 1 

a obtain a discount, even though as a matter of commercial practice, the station permits commer- 1 

| cial advertisers to buy a block of time at discount rates for use by various business owned 1 
by a single advertiser? ("Yes" is the correct answer to all the questions in this paragraph) 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM 



upon his freedom to make his own 
judgment as to what is fair in a 
particular situation." 

Daniel W. Kops, president of 
WAVZ, New Haven, Conn., and 
WTRY, Albany-Troy-Schenectady, N. 
Y., and NAB editorializing committee 
chairman, believes the most serious 
threat to broadcasting in the Yar- 
borough report is the following rec- 
ommendation : 

Section 326 of the Communica- 
tions Act should be amended to pro- 
vide additionally: 

"Nothing in this Act or the fore- 
going sentence shall prevent the Fed- 
eral Communications Commission, 
acting upon a complaint in an 'edi- 
torial fairness' case, to direct a li- 
censee to make time available and 
present the opposing position or a 
particular person in order that the 
paramount right of the public to be 
informed on all sides of public issues 
be preserved." 

Under such an enactment, free 
broadcast journalism "would never 
be the same," Kops said. The way 
to preserve this freedom, he added, 
is to act with responsibility. 

In Illinois, Joe M. Baisch. WREX- 



TV (Rockford) vice president and 
Freedom Committee chairman of the 
Illinois Broadcasters Assn., is also 
concerned with the "dangers so ap- 
parent" in the Yarborough Report. 

Asking for more freedom and less 
regulation, Baisch said "We border 
now on a thin line of 'thought con- 
trol.' The possibility (and probabili- 
ty) exists and poses a serious danger, 
threatening our freedom. The possi- 
bility of censorship or thought con- 
trol should, in my judgment, once 
and for all be eliminated." 

But while the Yarborough Report 
currently receives loud denunciations, 
the broadcasters' long-standing dis- 
content with Section 315 continues. 

The NAB itself "opposes vigorous- 
ly the necessity for Section 315," 
Bell said. 

Recently, NBC board chairman 
Robert W. Sarnoff hailed President 
Kennedy's action on 29 May request- 
ing Congress to suspend 315 for the 
1964 Presidential and Vice Presi- 
dential campaigns, as they were sus- 
pended for the Kennedy-Nixon de- 
bates in 1960. He has often re- 
ferred to 315 as "the equal-time 
yoke." 



CBS president Dr. Frank Stanton, 
another venerable 315 foe, last year 
suggested that Congress "suspend the 
equal-time requirements for all elec- 
tions, Congressional, state and local, 
through 1963." As an experiment it 
might provide additional evidence for 
the use of Congress in considering 
permanent revision of Section 315, he 
said. Mutual Broadcasting president 
Robert F. Hurleigh agrees. 

Last fall, WPIX, New York City, 
went on record as being "unalterably 
opposed" to 315 and said the station 
feels the requirement should be re- 
pealed or amended. 

Sen. Jacob K. Javits (R., N.Y.) has 
introduced a proposal, presently in 
the Commerce Committee, which if 
passed will suspend Section 315 for 
this year's Congressional and Sena- 
torial campaigns. A spokesman in 
the Senator's Washington office told 
SPONSOR the proposal has received "a 
lot of encouragement and has a 50-50 
chance" of passage. 

"This," Kops said, "is a good step 
in the right direction." He added that 
315 "should he repealed as a matter of 
extending the public's right to know." 

Turning aside from the legal com- 
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AFFILIATE GROUPS 

^ Emphasis on radio as 'local' has made web affiliates 
associations an active, healthy power behind the throne 

^ Group chairmen see net stations growing stronger 
in race with independents, after trying readjustment 



plication.-, kops directed his attention 
lu the "Inns to" of editorializing. 

The temperament and willingness 
to he fair and thorough rather than 
arhitran and superficial are pre- 
requisites. A strong, professional 
news stalf is a must. 

Having the tools, the skill of edi- 
torializing can he mastered, hut slow- 
ly. Kops advised. Start out with civic 
and local issues before \ ou sound off 
on a national controversy In 1949. 
Kop> said. \\ AYZ began with edi- 
torials on schools, traffic, housing and 
lack of leadership in City Hall." After 
a few \ears the station ''broadened its 
scope to include editorials on national 
topics.'' 

He also urged the observance of 
journalistic ethics and advised that 
the dignity of the station should be 
behind editorials. One way to do this 
is to have the station's top manage- 
ment deliver them, he said. 

As for the number of stations 
which are editorializing. Kops re- 
peated the statistics compiled by an 
NAB survey of about 4.000 radio 
and tv stations in March. 

Of 1.723 replies. 61 said they 
editorialize: 27' i do so daily. \2°{ 
weekly and the rest occasionally. But 
about 1/3 of the remainder will be 
doing so "in a few months." 

This increase in editorial responsi- 
bility is necessary. Kops said, to fill 
the "tremendous vacuum" left by the 
disappearance — often through merger 
— of many daily newspapers since 
the end of WW II. 

No article on editorializing could 
conclude without a mention of the 
infamous Ma\ flower Decision, which, 
in the 1919 words of former FCC 
Commissioner Kobert F. Jones (now 
in private practice) "fully and com- 
pletely suppressed and prohibited the 
licensee from speaking in the future 
over his facilities in behalf of any 
cause." 

It is. perhaps, the traumatic effect 
of the Mayflower Decision which to- 
day evokes such hostility from broad- 
casters against the Yarhorough lie- 
port. Jones. Anello and Kops are 
among those who call this now-de- 
funct decision unconstitutional, a vio- 
lation of the First Amendment. 

It began in 1937 when WAAB, 
Boston, endorsed political candidates 
(Please turn to page 49) 



ome September, affiliates associa- 
tions of three radio networks (CBS, 
NBC, Mutual; ABC currently is 
without one) will be holding their 
annual conventions. Like their tele- 
vision counterparts (SPONSOR, 14 
May), they'll have agendas running 
the gamut from station compensa- 
tion to programing changes. Unlike 
their tv brothers, however, they hold 
the trump cards in their "advisory" 
hands. Whatever the ostensible de- 
gree of their influence, they are ab- 
solutely vital to the survival of net- 
work radio. 

"History. ' says one network offi- 
cial, unofficially, "is pretty much on 
their side. When the future of net- 
work radio was strongly in doubt — - 
in the early 1950s when television 
was taking its giant steps and 'for- 
mula' radio was the industry's fair- 
haired child — the affiliates associa- 
tions, once little more than sounding 
boards, sprang to the position of 
barometer and gauge. Their local- 
market needs were translated into a 
collective knowledge, and for radio 
networks to ignore them would have 
been tantamount to suicide." 

With this candid appraisal as cue, 
SPONSOR went last week to the chair- 
man of each of the associations' 
board of directors or steering com- 
mittee to learn first-hand how they 
operate, what their two-way com- 
munication systems have accom- 
plished over the past several years, 
what their current thinking portends. 
What ultimately emerged from the 
individual investigations was a new 
insight into network radio today. 

CBS Affiliates Assn. 

"When we talk with the network 
about programing — they listen," says 
Elton K. "Joe" Hartenhower, vice 



president and general manager of 
KCMO. Kansas City, and chairman 
of the CBS Radio Affiliates Assn's 
board of directors. 

In preparation for the associa- 
tion's annual convention at the Wal- 
dorf-Astoria hotel in New York, 12- 
13 September, Hartenbower cites 
programing — "every affiliate is con- 
tinually on the alert for suggestions 
on ways to strengthen and update 
network programing" — as the asso- 
ciation's primary concern. In this 
area, stronger news dominates the 
convention floor. 

Hartenbower feels that the associ- 
ation's most notable achievement in 
recent years is the network's "pro- 
gram consolidation plan" (PCP), 
which CBS officials worked out with 
the association's board of directors. 
Under PCP. stations have approxi- 
mately 161 commercial minutes of 
network time per week which they 
can sell locally. The network, in 
turn, holds on to 358 30-sccond spots 
per week for national sale. Compen- 
sation, then, is based on announce- 
ment time, not money. When pro- 
grains are carried outside of option 
time periods, however — such as the 
.recent astronaut coverage — stations 
are compensated, monetarily, and ar- 
rangements are negotiated directly 
by the station and the network. It 
is illegal to discuss individual station 
compensation at association meetings. 

Currently, under PCP, the net- 
work's programing structure is pri- 
marily one of news, augmented by 
the Arthur Godfrey, Art Linkletter, 
Garry Moore and Crosby-Clooney 
shows, as well as two dramatic pro- 
grams on Sunday. 

How does Hartenbower view net- 
work radio in today's highly com- 
petitive local markets? 
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HOLD NET RADIO TRUMP CARDS 



"1 he network stations are in a 
much stronger position today than 
they were a few years ago. They're 
delivering more adult listeners, leav- 
ing the bulk of teen-agers to the in- 
dependents." 

Structurally, the CBS Radio Affil- 
iates Assn. is headed by a board of 
directors chosen from nine geo- 
graphic districts. Directors are di- 
vided into two classes: directors-at- 
large who serve one-year terms and 
district directors elected for three- 
year terms. Directors-at-large, in 
addition to Hartenbower, are Larry 
Haeg. general manager of WCCO, 
Minneapolis, and Robert McConnell, 
general manager of WISH, Indian- 
apolis. Secretary-treasurer is Joe L. 
Smith, Jr.. general manager of 
WJLS, Beckley. West Va. 

The association's membership now 
includes approximately 85% of all 
CBS affiliates. No o&o's are admitted. 
Annual dues are based on 50% of a 
station's network hour rate, plus 5%. 

NBC Radio Affiliates 

William Grant, president of KOA, 
Denver, is chairman of the commit- 
tee which heads the NBC Radio Af- 




CBS RADIO Affiliate Assn. chairman, Elton 
K. "Joe" Hartenbower, is vice president and 
general manager of KCMO, Kansas City, Mo. 



filiates. An articulate, enthusiastic 
man, Grant sees his organization's 
influence as '"moral rather than le- 
gal." 

"In the last analysis," he says, 
"each station must deal individually 
with the network. The affiliates as- 
sociation simply provides an oppor- 
tunity to discuss, in comparative pri- 
vacy, our general differences. And 
the network's ear is with us." 

Typical of topics covered at an 
NBC affiliates convention are new 
program ideas, criticism by individ- 
ual stations of current program for- 
mats and/or personalities, dual spon- 
sorship of network news (affiliates 
prefer single sponsorship), and — in- 
evitably — compensation. 

It is this latter which provides 
most of the affiliates with their sharp- 
est sounding board. 

"While most affiliates are grateful 
to receive actual compensation,'" says 
Grant (NBC is the only network cur- 
rently compensating in dollars), 
"they're not exactly happy. Compen- 
sations are nominal. We feel, for the 
most part, that the network has un- 
derpriced network radio, with the re- 
sult that it hasn't been able to pay 




NBC RADIO Affiliates are led by commit- 
tee chairman William Grant, president and 
general manager of KOA, Denver. Colo. 



stations what their time is worth." 

Grant views the compensation 
problem in its historic perspective, 
inseparable from programing evolu- 
tion. 

"During radio's transitional peri- 
od. " he points out, "the networks 
were getting little clearance, the sta- 
tions were doubtful of network radio 
in general, and the relationship be- 
tween us was bad. There was, so to 
speak, no common ground. Little by 
little, however, we became reconciled 
to a 'new relationship' — one in which 
the station serves as a news and pub- 
lic events agency in exchange for 
nominal compensation, as opposed to 
the historic compensation enjoyed 
before television took over as the 
primar) entertainment medium." 

A tremendous friction preceded 
this new relationship. Grant con- 
tinues. "Certainly the old method of 
compensation was unsuited to the 
new concept of radio programing 
that followed television. lhus. in 
cooperation with our committee, the 
network completely revised it. Now 
it is based on commercial minute 
clearance."' 

The present method of computing 




MUTUAL Affiliates Advisory Committee 
is headed by Victor C. Diehm, president and 
general manager, WAZL, Haileton, Pa. 
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compensation, as* well a? ilie present 
form of affiliation contract, is cred- 
ited to David Baltimore, general 
manager of WBRE. Wilkes-Barre, 
Pa., who devised the ''curve/' These 
negotiations with the network took 
place under the committee chairman- 
ship of George \V. llaney. general 
manager of YiT'LA. Tampa. Ha. 

■' The method of computing is both 
realistic and reliable."' Grant says. 
"It's network underpricing we con- 
tinue to hit at.'" 

In matters of day-to-day program- 
ing. Grant feels strongly thai affili- 
ates must, in the long run. depend 
upon the network for the creative. 

"Our committee."' lie says, ''like 
all committees, i? not creative. That 
is not its function. In cases where 
the committee is highly critical, let 



ns say, of a network personality 
( performing) , the network immedi- 
ately takes a sharp look into the 
situation. But when it comes to the 
mainspring of our relationship — 
news, news-in-depth — we rely on the 
network's resources." 

Like the CBS chairman, Grant is 
confident of the network affiliate's 
position in the local radio swim. 

"Radio networks went through a 
trying readjustment period because 
of television," he points out, "and 
they did so in the era when format 
stations were riding high, when the 
demoralization of affiliates was 
wholesale. But they're doing a first 
class job today; in news they have 
no peers. Past is past. It seems 
strange now to look back on the days 
when the Pal Weaver concept of 



News on the Hour shocked us all into 
controversy. Today, the level of ac- 
ceptance is not only high, it under- 
scores a changed relationship that 
has successfully survived, and made 
the network affiliate relationship a 
valuable one for the 1960s." 

The NBC Radio Affiliates (the offi- 
cial name of the association) counts 
about ICO member stations (as with 
CBS. no o&o's are allowed), its ne- 
gotiating committee comprised of 
eight officers, in addition to the 
chairman. Current vice chairman is 
John Tansey, general manager of 
WRVA. Richmond, Va. Secretary is 
Lyell Bremser, general manager of 
KKAB, Omaha, l\"cb. Election of 
officials is not based on districts, al- 
though attempt is made to achieve 
both geographic and size mix in 



The three radio affiliates associations— and how they differ 



NAME CBS Radio Affiliates Assn. 


NBC Radio Affiliates 


Mutual Affiliates Advisory Committee 


MEMBERS 184 


160 


475-500 


RUN BY board of directors 


committee 


board of directors 


CHAIRMAN Elton K. "Joe" Hartenbawer, KCMO, 
Kansas City, Mo. 


William Grant, KOA, Denver 


Victor C. Diehm, WAZL, Hazleton, Pa 


OTHER Larry Haeg, WCCD, Minneapolis, vice- 
OFFICERS chmn.; Joe L. Smith, Jr., WJLS, Beck- 
ley, W. Va., sec'y.-treas.; Robert Mc- 
Connell, WISH, Indianapolis, dir. at 
large; Wendell Adams, KINS, Eureka, 
Calif., dir. at large 


John Tansey, WRVA, Richmond, Va., 
vice-chmn.; Lyell Bremser, KFAB, Oma- 
ha, sec'y. 


Carter C. Peterson, WBYG, Savannah, 
Ga., vice-chmn.; Edward Breen, KVFD, 
Fort Dodge, Iowa, sec'y-; Willard Dea- 
son, KVET, Austin, Tex., immed. past 
chmn. 


OTHER Joseph K. Close, WKNE, Keene, N. H. ; 

BOARD Michael R. Hanna, WHCU, Ithaca, N. Y. ; 

MEMBERS J. F. Jarman, Jr., WDNC, Durham, N. C; 

F. C. Sowell, WLAC, Nashville; S. Ernest 
Lackey, Jr., WHOP, Hopkinsville, Ky. ; 
A. R. Hebenstreit, KGGM, Albuquerque, 
N. M.; W. Whillock, KBDI, Boise, Idaho 


Thomas Carr, WBAL, Baltimore-, Robert 
Rich, WDSM, Duluth, Minn.; Thomas 
Barnes, WDAY, Fargo, N. Dak.; Lester 
Biederman, WTCM, Traverse City, Mich.;- 
Gustav Brandborg, KVOO, Tulsa; Stan- 
ley Torgeison, WMC, Memphis 


Sam Anderson, KFFA, Helena, Ark.; 
Michael Layman, WSFC, Somerset, Ky.; 
Richman Lewin, KTRE, Lufkin, Tex.; 
Wayne Phelps, KALG, Alamogordo, N. M.; 
Durwood Tucker, WRR, Dallas; Sher- 
wood Gordon, KSOO, San Diego; Frank 
Carman, KLUB, Salt Lake City; Robert 
Miller, WAIT, Chicago; E. Z. Jones, 
WBBB, Burlington, N. C; Henry Rau, 
WDL, Washington; Keith Munger, KCDK, 
Tulare, Calif.; George A. Mayoral, 
WJMR, New Orleans; Ralph McElroy, 
KWWL, Waterloo, la. 


TERM dir. at large, one year; district dir., 
three years 


two years, staggered terms 


two years; currently 'frozen,' in sixth 
year 


DUES 50% of stn. network hour rate, plus 

5% 


$25 per year 


none; subsidized by network 



Note: „\RC Jtaiilo lias no .\nillates .\ssoclatlon. 
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nominations. All officers serve for ! 
two years, with staggered terms. An- 
nual dues are $25. In addition to 
the annual fall meetings, the commit- } 
tee meets on call of any member sta- 
tion, as well as the network. 

Mutual Affiliates 
Advisory Committee 

Unlike the CBS and NBC organi- 
zations, the Mutual Affiliates Advis- 
ory Committee (MAC) is not inde- 
pendent of the network and — since 
no dues are involved — all near-500 
Mutual stations are automatically 
members. But the committee's influ- 
ence on network decisions, says MAC 
chairman Victor C. Diehm, president 
and general manager of WAZL, 
Hazleton, Pa., is indisputable. 

"When the affiliates feel a certain 
programing move is wrong," Diehm 
elaborates, "they inform the commit- 
tee and I in turn inform the network. 
And the idea is usually dropped." 

In this regard, Diehm cites the ,j 
network's proposal to buy the Eddie 
Cantor Show a few seasons back, a ' 
move generally opposed by affiliates. 
"When this collective feeling was 
transmitted to the network," he says, 
"negotiation for the show was 
promptly dismissed." 

What are some of the more recent 
programing moves initiated by the 
committee? Diehm throws out a 
bagful. Insistence on stronger news 
voices, for one. Top sportscasts, for 
another. Result: the hiring of Tony 
Marvin and Del Sharburt to strength- 
en the lineup of the former, the serv- 
ices of Van Patrick and Leo Duro- 
cher to bolster the latter. 

At one committee meeting, affili- 
ates asked for "drop-ins" (e.g., 
miniature segments with personali- 
ties such as Elsa Maxwell). At an- 
other, they requested one-minute 
Spanish lessons. Both program plans 
were accepted by Mutual. 

When Minnesota Mining bought 
the network (after one of the most 
hectic series of ownership changes in 
broadcast history) , the committee 
asked for taped editorials, to be used 
optionally, mainly for those stations 
unable to afford editorial writers. J 
From this came the "A" and "B" I 
editorials, usually done by Robert 
(Please turn to page 49) 




OKI I ISH Motors president Kjell Qvale congratulates KPIX's Dick Stewart (seated) on his 
job of selling sports cars through spots on Dance Party. Teen guests admire the MG Midget 

TEEN-SHOW SPOTS PROVE 
HIT IN SPORT CAR SELL 



\* onvincing teenagers to buy 
stream-lined new sports cars instead 
of dented jalopies with noisy mufflers 
proved little more than an advertising 
problem for British Motor Car Dis- 
tributors Ltd., San Francisco. After 
only one month of tv spots on The 
KP1X Dance Party sales increased 
20T. 

At first glance, the distributors ad- 
mitted that catering to usually pover- 
ty-stricken students to buy expensive 
cars seemed unrealistic. According to 
British Motors president Kjell Qvale, 
a high percentage of teenagers pur- 
chase used cars in the $850 to $1,500 
bracket. Considering these figures, 
the $2,000 MG Midget would be a 
risky teenage sell. 

BMC was motivated to try spot t\ 
by King Harrington Advertising 
Agency, which pointed out 1) teen- 
agers in general have a great influ- 
ence on the type of cars their families 
bu}, 2) 45% of Dance Party's audi- 
ence is adult, 3) the program is de- 
signed for the family, and -1) teen- 
agers might be persuaded to buy a 
new and better car for a slightly high- 
er price. 

Interested, the distributors bought 
three one-minute spots per week on 



the six-day-a-week dance show in May 
for a total cf $1,500. Satisfied with 
the results, they have renewed the 
bin for June. July, and August, doub- 
ling the time to six spots per week. 
The estimated three-month cost is 
$1,600. 

During the month of May spots 
were run on Friday and Saturday, as 
these days are peak sales dax % for the 
new car dealer. 

Total production cost for each spot 
was $59. Dirk Stewart, program host, 
delivers 40 seconds of live commer- 
cial With an MG Midget in the studio. 
For the 20-second filmed segment 
Stewart is seen driving the car up 
and down the San Francisco hills. In 
some of the film segments Stewart is 
alone in the car, in others he and his 
wife are together, while in others he 
is with his three daughters. 

Dance Party, on the air from 1. 
to 1 : f5 p.m. week-days and 3 to 4 
p.m. Saturday, is the top-rated show 
during that time slot. With both 
adults and teenagers as viewers, the 
agency and client feel they have a 
good combination. Teens are accom- 
panied by adults during purchase 
about 90 r < of the time, according to 
(Please turn to page 19) 
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TEAMWORK in research, planning, and executing ad plans between Robert Curtis (IJ DCS&S v.p. and account supervisor on the Cutex 
account, and R. Grove Ely, Jr., (r) ad manager, Cutex division of Chesebrough-Ponds, helped create successful 'Eyes by Cutex' promotion 



Eye on tv pays off for newcomer 



^ First-time try in television for new line of Cutex 
popular-priced eye make-up proves potent sales vehicle 

^ Advertising plans include major expansion in tv to 
push eye make-up and new product to he introduced 



^Cosmetic-makers whose eye make- 
up ads have kept harassed hut glam- 
our-seeking females in a state of tur- 
moil v>liile deciding whether to follow 
the ''natural*' route to beauty or make 
it by way of the "Cleopatra look."' are 
getting a bit of competition from a 
newcomer in this branch of the 
beauty-aid business. 

The newcomer is Cutex, already a 
household name in the moderate- 



priced lipstick and fingernail prod- 
ucts line. Early this spring, a year 
after it was bought by Chesebrough- 
Pond, Cutex broke out a complete 
line of eye make-up products. Like its 
other Cutex products, manufactured 
formerly by the Northam Warren 
Corp., the "Eyes by Cutex" line is 
also moderately priced, comparable 
to Maybelline. the leader in that price 
class. And like Maybelline, Cutex is 



counting on television's visual power 
to woo its way a fair share of the 
sky-rocketing eje make-up business. 

While no one at Chesebrough- 
Pond's cosmetics division or its 
auenrj, Doherty. Clifford. Steers & 
Shenfield. will reveal bow much hard 
cash is being spent to promote the 
new eye make-up line. sponsor was 
told that 60' < of the current ad 
budget went to full-color ads in wom- 
en's service and fashion magazines 
and the remaining <10'r to spot tv. 

'"Eyes by Cutex" as the eye make- 
ut) promotion is labeled, made its 
television debut early in April of 
this year in the nation's lop 25 mar- 
kets at the rate of three spots per 
week. All minutes, the taped commer- 
cials were slotted during prime eve- 
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ning hours. Stations weie selected 
strictly on the basis of top rating 
points in each market. 

Although it is somewhat premature 
to evaluate the impact the introduc- 
tory promotion is making on Cutex 
cash registers, Northam Warren, Jr., 
v.p. in charge of Chesebrough-Pond's 
cosmetic division, reports "the eye 
make-up line is moving faster than 
any new product we have introduced.'' 
He says "sales for the first three 
months will match our estimated 
volume for the first nine months of 
the introduction." Warren adds '"be- 
cause of the unprecedented demand, 
we are now beginning to achieve our 
goal of full national distribution." 

Equally enthusiastic is R. Gio\e 
Ely, Jr., advertising manager on Cu- 
tex products who states, simply 
enough, " 'Eyes by Cutex' has found 
excellent acceptance." 

While neither one of these state- 
ments can be translated into sales 
figures, the television campaign ap- 
parently is paying off, since all of the 
principals SPONSOR talked with dis- 
close that plans are definitely in the 
offing for an expanded promotion. 
Television will be the recipient of ad- 
ditional sales plums. 

Says Ely, "we intend to expand on 
tv heavily this fall and much more 
next year." 

It is assumed that the proposed ad 
expenditure increase will include the 
promotion of several new and related 
eye make-up products currently under- 
going production tests at Cutex as 
well as concentrated emphasis on the 
products already on the market. 

Whether Cutex will eventually shell 
out a chunk of ad money to spot tv 
to compare with Maybelline's 1961 
expenditure of $1,866,060 (estimated 
TvB/Rorabaugh figures), remains to 
be seen. However, since Maybelline, 
according to trade figures, now en- 
joys 56^ of the moderate-priced eye 
make-up business, it is possible that 
Cutex will match, or perhaps out- 
rank, Maybelline's ad budget. 

Cutex' decision to throw its hat 
into the eye make-up ring, came on 
the heels of a thorough-going look at 
this segment of the cosmetics indus- 
try by its astute executives. A survey 
made by its agency — DCS&S — last 
fall, disclosed that the eye make-up 
field, while a mere toddler in the cos- 
(Please turn to page 50) 




COMMERCIAL tack pursued by Cutex in promoting new eye make-up included endorse- 
ment by fashion authority, Oleg Csssini, shown in tv commercial sequence with model 
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Capsule case histories of successful 
local and regional television campaigns 



TV RESULTS 



FURNITURE 

SPONSOR: Hank Furniture Warehouse AGENCY: Direct 

Capsule case history: The Hank Furniture Warehouse is a 
51 -week advertiser on KXTV. Saeramento. They run forty 
60-second annnuiirenients per week, with a concentration of 
spots in fringe time, morning and after 11:20 p.m. (late 
movie) at night, but with oeeasional spots in prime time. 
Hank's owner, David F. Jones, commenting on the business 
harvested In the KXTV spots says. "Sinee starting our tv 
campaign eight months ago, 1 have doubled my inventory. 
We have grossed more than one-half million dollars, and 
attribute 95/C of our tralTie to tv, and now use no other 
media. We now regularly draw 35% of our customers 
from more than 25 miles away, and some have come from 
200 miles away and have mentioned our spots on KXTV." 
All production elements for the Bank announcements are 
developed by the station and the sponsor. Jones believes 
that he would have to ?pend four times as much in other 
media for results which would be comparable. 
KXTV, Sacramento, California Announcements 

HOMES 

SPONSOR: Bill Well Homes AGENCY: Leonard Agency 

Irvinglon, N. J. 

Capsule case history: One of America's largest shell home 
builders, Bilt Well Homes, loeated in northeastern Penn- 
sylvania, scheduled three one-minute spot announcements 
per week for a six-week run on WDAU-TV, Scranton. The 
spots are aired in the late evening hours and on weekend 
sports shows. Michael G. xMichaels of Bilt Well reports that, 
prompted by the announcements, approximately 40 replies 
were received from WDAU-TV viewers inquiring about Bilt 
Well's shell homes. So far. three sales have been elosed, 
and many more are pending. So, for an expenditure of less 
than $600, the sponsor has grossed from .$25,000 to $30,000 
in sales up to the present time, with future sale in the works. 
In view of the response the spots produced, Bilt Well is re- 
newing the sehedule for an additional six-week run using 
the same times of day on the station. "In selling a high- 
priced commodity," Miehaels said, "WDAU-TV reached the 
customers interested and able to make a purehase." 
WDAU-TV, Scranton, Pennsylvania Announcements 



DAIRY PRODUCTS 

SPONSOR: Isaly's Dairy Specialists AGENCY: Jay Reich 

Capsule case history: Isaly's Dairy Speeialists operate 87 
outlets in the Pittsburgh area and are known as the lead- 
in ice cream stores. Because of their sales volume, Isaly's 
has seen no reason for advertising on tv on the past. Bill 
Isaly, dynamic viee president of the Dairy company, elaiins 
that his first run of spots on WI1C was due to the good 
salesmanship of WIlC's Bill Rhodes, and nothing else. 
After advertising on Alice Weston's show, Luncheon at One, 
Isaly is "glad he got sold." For three months Isaly's bought 
two 10-seeond spots every Thursday and Friday to an- 
nounce week-end speeials. "Weekend sales were definitely 
better after television," says lsaily. An example proving it 
was the promotion of 79£ Klondike paekages on speeial 
sale for 65(f, whieh sold over a quarter million Klondikes 
during the weekend. Bill Isaly also feels that Aliee's per- 
sonal popularity in the area has given Isaly's an added plus 
in merchandising and produet promotion in alibis branehes. 
WL1C, Pittsburgh Announcements 



FURNITURE 

SPONSOR: E. Wanamaker & Son 



AGENCY: Direct 



Capsule case history: The Wanamaker Sketclibook on 
Channel 2, WKTV, Utiea-Rome, every Tuesday from 6:15 
p.m. -6:25 p.m., features Bob Wanamaker as host. Mr. Wana- 
maker is also owner of the E. Wanamaker & Son furniture 
store, sponsor of the program. Wanamaker, who diseusses 
trends and construction of household furniture eaeh week, 
told his viewers that he wanted to know what type of furni- 
ture to buy at the furniture show. He asked them each to 
write their name and address and the answers to the follow- 
ing four questions on a post eard and send it to him: 1. 
What style bedroom furniture do you prefer? 2. What priee 
range bedroom furniture do you desire? 3. What style mat- 
tress do you favor? 4. How long should a mattress last? 
This request was made on only one teleeast, with a brief 
explanation on the preceding Tuesday show. Results: 
WKTV delivered more than 3000 answers to the four ques- 
tions Wanamaker asked only once. 

WKTV, Ulic:iRome, New York Program 
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Media people: 
what they are doing 
and saying 



TIMEBUYER'S 
CORNER 



Joseph Kelley and Michael Keenan, who were previously as- 
sistant media directors, have heen appointed associate media 
directors at Lenncii & Newell. Kelley hegan at L&N in print in 
1958, Keenan joined the agency in 1961 from Foote, Cone & 
Belding's media department. ... In Chicago, Ed Fleig joined 
Earle Lndgin & Co. as a media analyst, leaving MaeFarland 
Aveyard & Co. . . . John O'Connell has heen named media 
director of Youn<£ & Ruhicam in Los Aiifieles. 




DISCUSSING the New York market, Jeanette LaBrecht, v.p. and media director of 
Grant Adv., N.Y., and CBS Radio Spot Sales' Bob Hoslting lunch at Mile Manuche's 

Things you should know about Kastor Hilton Chesley Clifford & 
Atherton: Its media department is headed by Jack B. Peters, v.p. and 
media director, who has held that position since the agency was formed 
eight years ago. Set up as a separate department, but working closely 
with media is the research department, headed by Dr. Harry Daniels. 

The air media side of the media department, which accounts 
for 48% of the agency's hilling, consists of timehuyers, assistant 
timehuyers, and estimators. Rosanne Gordon Leighton is the 
tiinebiiyer longest with the agency and her accounts include 
Grand Union, Triple-S Blue Stamps, Wilson Mfg. Co., Bynart- 
Tintiar, and Vic Tanny. 

Dorothy Glasser, another veteran buyer, joined the agency three years 
ago from Ilerschel Deutsch. She is recognized as an authority on Negro 

(Please turn to page 46) 




Check Pulse and Hooper check 
lhe results You don't have to be a 
Rhodes scholar to figure oul why 
more national and local advertisers 
spend more dollars on WING than 
on any other Dayton station. WING 
delivers more audience and sales. 
Think BIG . . . buy WING! 



robert e. eastman & co , inc. 



ATlONAl •FMESCNlAllVf 



DAYTON... Ohio's 
3rd Largest Market 
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Back before the turn of the century 
in Dayton, Ohio, there was talk around 
the livery stable about a new invention 
called the horseless carriage. But 
there was talk about something twice as 
fantastic around the Wright Brothers' ' 
bicycle shop. The rumor was that Wilbur 
and Orville Wright were tinkering with 
more than just bicycles. They were 
working on an idea for a flying machine! 

And that was how a bicycle sprouted 
wings! Which made Dayton famous as 
the cradle of aviation and one of the 
most important cities in America. 

Here's a diversified, progressive 
industrial center combined with a wealthy 

agricultural region a 13-county 

trading area of over one million people 
with $1500 above U.S. average yearly 
income per person . . . and. a total of 
one-and-a-half billion dollars of annual 
spendable income! This is Dayton. This 
is your opportunity. Call your WLW-D 
Representative. You'll be glad you did! 



NBC/ABC 

WLW-D dayton 

television 

the other dynamic WLW Stations 

WLW-A WLW- 1 WLW-C WLW-T WLW 

Television Television Television Television Radio 
Atlanta Indianapolis Columbus Cincinnati 

Crosley Broadcasting Corporation 




TIMEBUYER'S 
CORNER 



(Continued from i>age 45) 



advertising and buy? for products specifically directed toward this mar- 
ket as well as others. Some of her accounts are Smith Bros., Super Coola, 
and the Italian Line. 

Last year, the media department added to its tiuiehtiying 
staff Stan Hammer, who brought to the agency extensive ex- 
perience for buying drug products. He's in charge of buying 
for such accounts as Hoffman-Laltoche and Colfax Laboratories, 
a division of Shtdton. 




NAME-ALIKES in the business: Visiting A. C. Nielsen in New York last week, Ed Pap- 
azian (I), who is radio-tv media director of Gray & Rogers, Philadelphia, met with 
the other Ed Papazian, who is an associate media director with BBDO, N. Y. 

Ronald Grimm, an assistant buyer, supervises all estimating. The other 
assistant buyers are Joe Dornfest, Susan Weiss, and Jane Smathers. 
Handling the department's paper work are Helen Strauss, Nat Rothstein, 
Milt Zeisler, and Gretehen Koffman. 

Asked about the scope of the iimebnyers* functions at the 
agency, media director Jack Peters commented, ''The buyers 
are usually brought in on a campaign during the planning 
stages. They become thoroughly familiar with the strategy in- 
volved and advise on the use of test markets, which, we've 
found, to be an important gauge of a product's future success." 

Recause of their knowledge about an account, Peters said, the buyers 
are able to give reps the over-all picture of a campaign and secure from 
the best possihle availabilities "It also encourage reps." Peters said "to 
present many unusual, creative ideas for campaigns." ^ 
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COKE-PEPSI BATTLE 

(Continued from page 30) 

that will follow the prospect into the 
home, the car, the beach or any- 
where — and when it catches the con- 
sumer it sells." 

Radio generally, local as well as 
network, has long demonstrated its 
effectiveness in selling soft drinks, 
George A. Graham Jr., v.p. and gen- 
eral manager of NBC Radio Network, 
told sponsor. He said that the soft 
drink message gets through bril- 
liantly via America's 183 million ra- 
dio sets by following the customer 
wherever he goes, in or out of the 
home. Graham cited two case his- 
tories. Pepsi is running its fifth con- 
secutive year of heavy frequency, 
saturation on the network. Geared to 
heavy summer-time consumption, 
Pepsi is running a seven-day-a-weck 
schedule of 54 commercials weekly. 
Majority are 15-word reminder spots 
broadcast at the rate of nearly one 
every quarter hour in Monitor in 
weekends. Dr. Pepper is currently 
running its first campaign on NBC 
Radio, consisting of weekday and 
weekend spots. In another develop- 
ment having to do with the nation's 
bottlers, the Radio Advertising Bu- 
reau recently issued a special presen- 
tation called Radio: Tops for Soda 
Pops. It was designed to help sta- 
tions sell summer availahilities to 
bottlers and deals with teen-agers 
and housewives. According to 
RAB. housewives do most of the 
soft-drink bu\ ing. "You can romance 
'em with radio." the RAB is telling 
hottlers. "Women listen in the 
kitchen while preparing shopping 
lists, in their cars on their way to the 
marketplace." 

RAB also has issued success sto- 
ries of bottlers in Norfolk, Va.. Ba- 
ton Rouge. Phoenix. Omaha, Topeka 
and other cities, many of whom blan- 
ket their territory with saturation 
spot campaigns. Also, the RAB has 
produced an effective booklet called 
"101 Sales Ideas for Bottlers." 
wherein the bottler is given numer- 
ous ideas for promotions, contests, 
special events — undertakings that run 
the gamut from bottle-cap auctions 
and taste-testing contests to keeping 
city streets clean. 

Soft drink bottlers in America are 
currently facing a number of issues, 
among them the question of deposit 
bottle versus non-deposit hottle and 



how hest to promote soft drinks in 
cans. Bottles, of coures, are pushed 
with considerable vigor by hottle 
makers. Manufacturers of cans have 
a dozen ready arguments why their 
product is infinitely superior. The 
can-bottle battle is being constantly 
hrought to the fore, via the broad- 
cast media, by such companies as 
Armstrong for bottles and American 
Can and US Steel for cans. The bot- 
tling industry, for example, was re- 
cently showered with a display of 
trade paper advertising calling at- 
tention to the fact Armstrong was 
supporting bottles in its commercials 
on Armstrong Circle Theatre. The 
hottler's future. Armstrong insisted, 
was in the glass package. "Each 
year for six years, we've promoted 
soft drinks nationally on television," 
.Armstrong declared. "This summer 
because of the urgency of promoting 
bottles for soft drinks, we're featur- 
ing this message on four Armstrong 
Circle Theatre telecasts, each of 
which will be seen by an actual view- 
ing audience of 15 million people." 

Highspots of the commericals are 
that bottles protect flavor, hold car- 
bonation, offer clean surface to drink 
from and provide real economy. 

Soft drinks in cans represent a 
small amount of sales compared with 
bottles, hut is growing steadilv. The 
canning industry, however, is deter- 
mined to make greater inroads in 
this lush soft drink field and hopes 
ultimately to hring it closer to total 
sales in the canned heer field. Soft 
drink bottlers, however, insist that 
conditions in the soft drink and beer 
industry are far from the same. 

The deposit hottle, for economic 
reasons, will no doubt be the largest 
seller for a long time to come, ac- 
cording to observers in the soft drink 
business. Said the editors of Bot- 
tling Industry, one of the leading 
publications in the field : ". . . we are 
convinced that the individual bottler 
would he doing a lot more good for 
himself if he 'got off' this new pack- 
aging kick and concentrated on 'get- 
ting down to the basics' of his husi- 
ness. Such as rounding out his dis- 
tribution pictures . . . extending his 
advertising and merchandising ac- 
tivities . . . developing and promot- 
ing new market concepts (like soft 
drinks with meals) ... as we see it. 
the returnable bottle has not reached 
the peak of consumer appeal." 



Last year. Coca-Cola tested a 10- 
ounee non-returnable, no deposit hot- 
tle and according to company offi- 
cials, "ample data is rapidh accumu- 
lating for the expansion of this (jack- 
age when and if it appears desira- 
ble." Roth Coea-Cola and Pepsi-Cola 
also have rcaehed out with new fla- 
vors and new product names and are 
reportedly doing well. Last year was 
the first full year of operation for 
Fanta Beverage, organized as a di- 
vision of Coke. Later came Sprite. 
The level of sales by Fanta and 
Sprite "in their first 18 months is al- 
ready equal to that attained by Coca- 
Cola after its first 20 years." Coke 
also merged with Minute Maid 
Corp., maker of frozen orange juice 
and instant coffee. 

Pepsi reports fine sales of Teem as 
well as Patio. Under the Patio lahel 
is sold orange, grape, root beer, gin- 
ger ale. club soda, strawberry and 
strawberry cream flavors. Pepsi notes 
that although volume compared with 
Pepsi-Cola is small, sales more than 
douhled those of the preceding year. 

For the youth of America, hoth 
Coke and Pepsi have been engaged 
in an almost frenzied procession of 
goodwill endeavors, many of which 
according to ohservers have lasting 
educational validity. Activities of 
Coke in behalf of the youth field 
have heen going on virtually since 
the day the business was incor- 
porated in 1892 when Coke's first 
advertising hudget consisted of a 
mere SI 1.407.78 for the year. 

Currently. Coke's pre-teen activi- 
ties include youth plant tours, ele- 
mentary science lab aids, shade tree 
merchants, and community store. For 
teen-agers Coke sets up bowling 
leagues, hi-fi clubs. America's Junior 
Miss Contests, and other activities. 

The general feeling in the bottling 
industry is that the marketjng war 
hetween Coke and Pepsi will con- 
tinue like the Hundred Years War 
hetween France and England. In 
this instance, however, it is a war 
extending from the knishe and pop- 
corn peninsula of Conev Island to 
the thirsty Sheikdom of Qatar on the 
Persian Gulf. Television and radio, 
it is a foregone conclusion, will stand 
to gain immeasurably from the con- 
stant skirmishing hetween the two 
fiercely competitive cola-drink bot- 
tling giants. ^ 
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ONE BUY! 

FOUR 

MARKETS! 



_ • ALBANY 

Walb-tV 1 • DOTHAN 

• TALLAHASSEE 



ICH.IO-ALBANY.GA. 



• PANAMA CITY 



GRAY TELEVISION 



r ' ... |CH.7-PANAMACITY| 
oeneral Manager ^ p ^a 



366,000 
TV HOMES 

* ARB, Nov. '61 

One buy— ane bill— ane 
clearance! 

Or stations may be bought 
individually far specific 
markets! 



Represented nationally by 
Venard, Rinlaul, McCannell, Inc. 
In lhe South by James S. Ayers Ca. 



in THf air... everywhere 

IN GREATER KANSAS CITY 

KBEA — 
KBEY ™ 




Represented 
Nationally 
by 
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lure are in syndication at the present time, with distribution on the 
West Const by Burrud's own Wiljon Corporation and in the rest of 
the country by Teledynamics, Inc. 

Bill's reasoning for his success in a field strewn liberal!} with 
casualties is simple — "We took our time and let the company set its 
own pace. ' he said. "Instead of jumping in and going over our 
heads in production at the outset, we decided on a slow pace with 
plenty of time to look around and keep a check on where we were 
headed." 

One aspect of Burrud's operation is astonishing. It has never 
been financed by a bank or by any outside money. "Early in our 
existence." Bill explained, ''Gene McCabe, my business manager and 
vice-president of the company, and I faced a decision: either we 
tried to become a major producer overnight with bank financing or 
we remained independently small and plowed our money back into 
the business and allowed it to stimulate its own growth and set its 
own pace. We chose the latter course and I feel satisfied we made 
the right decision." 

Switching from the aspect of financing. Bill touched on another 
point which he deems equally important. That is product itself. 
"We feel that television offers too little in the way of special pro- 
graining which has strong audience appeal. So we decided to 
tailor our product in that direction to give viewers something they 
weren't getting. 

'Traventure' shows 

"That's how we came up with what we call 'Traventure" shows. 
These are not travel shows in the sense that we take a guided tour of 
far-away places and then sail off into the sunset. They arc put to- 
gether to whet the viewers curiosity, to pique their appetite and 
then to satisfy their desire for glimpses of places they might like 
to visit or, in some cases, have already been and are delighted to see 
again because, of the fond memories the second sight brings back. 
Our shows have a wide appeal to audiences of all ages — the young 
because of the thrill of adventure and frequent dangers involved, 
and the older, mature viewers because of an expectancy to perhaps 
vacation in some of the places we visit. You know." Burrud con- 
tinued, "with the travel boom in this country, folks are always look- 
ing for interesting spots to visit and they frequently see them on 
our shows." 

Right now, Burrud is about to begin filming of a two-hour special 
which he calls "Pacific Revisited." This will be a 25.000 mile trek 
starting at Pearl Harbor and following the island-hopping trail made 
by our Armed Forces in the bloody campaigns in the South Pacific 
fighting in World War 11. Bill will film this in cooperation with 
the U. S. Department of Defense and plans it for network airing. 

Outside of that, Bill said he had only one other definite plan for 
the summer months. "That's my vacation," he says. "I'm going 
to take, two weeks off and really have a ball. I'm going to stay 
home . . . and sit." ^ 
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EQUAL TIME 

(Continued from page 38 ) 

without any pretense of being objec- 
tive or impartial. In deciding that a 
"broadcaster cannot be an advocate," 
the FCC renewed the station's license 
only after the station showed intent to 
editorialize no longer. The FCC re- 
versed the decision in 1949. 

For a more complete understanding 
of Section 315 and editorializing, a 
broadcaster might read the NAB's 
Political Broadcast Catechism (4th 
edition) and the text of the FCC's 2 
June 1949 report on Editorializing by 
Broadcast Licensees as a start. 

On 10 July, the Senate Communi- 
cations Subcommittee chaired by Sen. 
John 0. Pastore (D., R. I.), is sched- 
uled to begin hearings in Washington 
on four bills to amend or repeal the 
equal-time section of the Communi- 
cations Act. Broadcasters are invited 
to testify. 

Under discussion will be the above- 
mentioned Javits' bill. Sen. Warren 
G. Magnuson's (D., Wash.) bill and 
two bills by Pastore. Pastore's first 
bill would extend suspension of con- 
gressional and gubernatorial candi- 
dates as well as presidential and vice 
presidential candidates as in Magnu- 
son's. Hissecond would repeal 315. ^ 



AFFILIATE GROUPS 

(Continued from page 41) 

Hurleigh, Mutual's president, one be- 
ing of a controversial nature, the 
other "for God and Mother." 

Another recent network service 
engineered by the committee is the 
"Washington interview." Through 
this plan, an affiliate can request 
Steve McCormick, Mutual's vice 
president in charge of news, to send 
a newsman to interview a Washing- 
ton official on an issue of more than 
routine importance to that station's 
area. Handled by closed circuit, the 
plan requires no payment by stations 
for talent or program; only out-of- 
pocket expenses, such as taxis, meals, 
etc. Diehm notes the particular ad- 
vantage of this system for stations in 
predominantly agricultural belts, 
when an interview, say. with Secre- 
tary of Agriculture Orville Freeman 
can be a major local event. 

As to the network's programing 
philosophy in general, Diehm credits 
the affiliates committee with healthy 
influence on the current news-and- 
sports format. It has been mutually 



agreed that station.- should do their 
own music programing, since music 
tastes differ so sharply by section. 
The network offers some half-hour 
music stretches, which are optional, 
and no "compensation" is involved. 

In the matter of compensation, 
Mutual's position as strictly a "swap" 
network is maintained by affiliates' 
collective approval. This equality ar- 
rangement allows stations to sell 
news on the hour, for which stations 
give the network news on the half- 
hour. In addition, such sports 
events as the Army-Navy game are 
apportioned equally, one-half for net- 
work sale, one-half for local. As 
with CBS. no money is exchanged. 
Network programs such as Capital 
Assignment can be sold locally with 
no charge or talent fee, in return for 
which stations carry The World To- 
day, sold by the network, without re- 
compense. Both are 25-minute shows. 

MAC has been the deciding factor 
in this arrangement. When it was 
originally proposed as the "Cape 
Cod plan" by MAC officers, the ma- 
jority of affiliates voted it down. It 
was finally accepted by them in 
1957. at which time the network put 
it into effect. 

Organization - wise, although the 
network retains control of the com- 
mittee, election is by affiliates them- 
selves. Dividing the country into 
eight districts, the committee is pre- 
sided over b) 17 officers. This un- 
usually large representation is due to 
Mutual's having so many small mar- 
ket stations, equalization being at- 
tained by selection of both a metro- 
politan and a non-metropolitan mem- 
ber from each district. 

Originally elected for two years, 
the current officers were "frozen" 
during the network's constant change 
of ownership. There has been no 
election for the last six years, al- 
though replacements have occurred. 
Top echelon of the committee, in ad- 
dition to Diehm, are: Carter C. Pe- 
terson, general manager of WBYG. 
Savannah, Ga., vice-chairman; Ed- 
ward Breen, general manager of 
KVFD, Fort Dodge, la., secretary; 
and Millard Deason, general mana- 
ger of KVET, Austin, Tex., immedi- 
ate past chairman. 

MAC was formed in 1919 by Tom 
O'Neil. head of General Teleradio, 
then owners of the network. Com- 
mittee members are still reimbursed 
by the network for expenses incurred 



at the annual meeting. 

Asked about the future of network 
operations in the local arena, Diehm 
sees strong management as the key. 

"The trend," he says, "is that net- 
work stations are now moving 
ahead. Global and on-the-spot na- 
tional coverage are services an inde- 
pendent station can't give. The over- 
all success or failure of the station, 
however, depends upon what hap- 
pens between newscasts. If local 
management is right, the station is 
right. Providing the type music and 
programing best suited to a particu- 
lar area is of paramount importance. 
I'm confident, however, that a radio 
network operation today can outdis- 
tance the independents if it makes 
judicious use of network material — 
and its own ingenuity. Agencies are 
beginning to notice this. too. Mutual, 
for example, was in the black the 
first quarter of the year — for the 
first time in five years — and it's 
heading toward black in the second." 

The ABC void 

Some years back, ABC had an ad- 
visory board similar to Mutual's, to 
which officers were named by Price- 
Waterhouse ballots sent to all net- 
work affiliates in eight geographic 
districts. Today there is no such 
animal. The organization folded for 
lack of what one observer calls "in- 
dependent thinking." ABC would 
bring affiliates to New York annual- 
ly, and — "in appreciation they always 
voted for the network." 

ABC officials, however, would 
"welcome a real affiliates associa- 
tion," similar to ABC TV's, whose 
formation in 1957 created a power- 
ful force in the television network's 
operation, Thus far. however, the ra- 
dio network affiliates have not taken 
the initiative toward such an or- 
ganization, and the network itself — 
•'wanting no affiliates group having 
the slightest tint again of' network 
dominance" — will not initiate ac- 
tion. ^ 

TEEN-SHOW SPOTS 

(Continued from page 41) 

Q\ale. Those families buying the 
sports ear are usually in the middle 
or upper-middle income areas. 

Aiming toward graduating high 
Eeliool seniors and college students, 
the commercials expound on the 
theme that "Everyone needs a car at 
school, why not a good sports ear?" 
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^NOW AVAILABLE^ 
for SPONSORSHIP 

Exclusive U.S.A. 
7 Hr. TV Special 

An action-packed film showing the plan- 
ning, building and final series of trial 
races of Australia's great mystery yacht 
soon to ma ke its debut in the USA. 

"GRETEL" 

Australia's $650,000. challenger to the 
America's Cup Yacht Races to be held 
off Newport, R.I. in September. 

Here is the event all sportsmen are await- 
ing ... an event in which interest will 
carry through the entire summer. Your 
audience will see and thrill to the actual 
trial races held Down Under in prepara- 
tion for Australia's first bid to capture 
the Cup. 

COST of HOUR FILM $20,000 
HALF-HOUR Version $12,500 

Commissionable . . . Time Charges Extra 

Available for auditioning and sponsor- 
ship on any network or grouping of sta- 
tions. First refusal granted follow-up Spe- 
cial covering the sea trials and final 
races in the USA. 

CHARLES MICHELSON, INC. 

USA representative for Producers, 
Television Corp. Ltd.; Sydney, Australia 

45 West 45th St., New York 36, N. Y. 

^ PLaia 7-0695 



With San Francisco a university hub. 
including such large institutions as 
the University of California. Stan- 
ford, the University of San Francisco, 
and at least a dozen other smaller col- 
leges within a 50-inile radius, the 
school appeal is appropriate. Also, 
Qvale pointed out. many students live 
in one county and go to school in an- 
other, often making automobile the 
most expedient mode of transporta- 
tion. 

As president of BMC. Qvalc had 
this to say about the campaign: 
"Since purchasing time on Dance 
Party, BMC is finding sales results 
most gratifying, and we are con- 
vinced that this type of tv program 
offers a great new audience for car 
sales." ^ 



CUTEX 

(Continued from page 43) 

metics sphere, is actually the fastest- 
growing wing of that industry. 

The statistical look revealed that 
since 1954. sales are estimated to have 
increased over GOO^r — much greater 
than the cosmetic industry as a whole. 
The present market is estimated to 
shape up at about S35 million, with a 
projectionable volume of $75 million 
by 1965. 

Drug Topics, via its annual survey, 
pin-points the fantastic demand of 
these three eve make-up products — 
mascara, ejehrow pencil and eye- 
shadow — to a sales figure which grew 
from S6 million in 1952 to S18 mil- 
lion in 1960. 

It's apparent that once the unsav- 
ory stigma formerly attached to the 
use of eye adornment had been re- 
moved, females engaged in the pur- 
suit of beauty, proved apt students in 
the art of eye make-up application. 

"But there's still a lot of educating 
to be done along those lines." com- 
ments Cutex ad manager Ely. And 
educating the public in the myriad 
ways possible for a woman to change 
her beauty facade, is the main tack 
taken by the company in its "Eyes by 
Cutex" promotion. 

While other cosmetic houses have 
utilized commercial time and/or 
space in a variety of ways (e.g. ex- 
plaining proper application of the 
beauty aid; extolling the virtues of 
the "natural" look; pushing the 
"round" eye; or hinting at the possi- 
bilities lurking behind the "Cleopatra 
look") the Cutex theme is teaching 
that through the application of eye 



color, a woman can switch her per- 
sonality to suit her mood or frock, 
or whatever. Or, as Cutex puts it: 
"Nature gave you two eyes, now Cu- 
tex gives you dozens!" 

To lend a substantial shade of ele- 
gance to the presentation. Cutex has 
engaged the services of the well- 
known fashion designer, Oleg Cassini. 
Cassini appears in all the commercials 
with a popular fashion model who, 
exquisitely gowned, is shown apply- 
ing eyeshadow while Cassini stands 
by with sketch pad in hand. 

The commercial conversation be- 
tween Cassini and model follows the 
introduction by the announcer who 
says: "\ature gave you two eyes, but 
now, Cutex gives you dozens of lovely 
new ways to dramatize your eyes . . . 
with new 'Eyes by Cutex.' " 

The announcer goes on to say that 
the make-up was "created by Olcg 
Cassini . . . fashion advisor to Amer- 
ica's most glamorous women." Cas- 
sini then takes over by commenting 
to model Robin Butler: "You look 
beautiful . . . and beautiful eyes to 
match." The model replies: "Thanks, 
Oleg. It's that wonderful new eye 
make-up and your marvelous fashion 
touch." 

The rest of the minute commercial 
deals with the model displaying the 
gold cased make-up aids and discus- 
sions centering around the easy ap- 
plicability of the cosmetic. 

The "Eyes by Cutex" line includes 
the three best-selling basic items — eye 
pencil, mascara, and eye shadow. 
Each is available in a wide choice of 
colors. The line also includes these 
items: Automatic Mascara with spiral 
brush; Automatic Pencil with built-in 
sharpener: Automatic Shadow Stick; 
Creamy Eye Shadow; and Tri-Cake 
Pressed Powder Eye Shadow Blend- 
ing Kit. This last item, exclusive, ac- 
cording to Cutex, in the popular- 
priced eye make-up line, proved dur- 
ing a preliminary survey to be most 
popular with consumers. 

The automatic eye pencil, eye sha- 
dow stick and the automatic mascara 
with brush arc packaged in brush- 
gold triangle-shaped cases. AH the 
prices of the "Eyes by Cutex" line 
seem to compare with those of May- 
belline. 

In recent weeks, Cutex introduced 
a companion piece to the eye make-up 
series — a soothing eye liquid prepara- 
tion called Eye Brilliance. This item 
has also been promoted in the current 
tv commercial series. ^ 
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More adults select WWDC than any 
other Washington, D.G. station* 

One in a series on the 
fine art of broadcasting by 

WWDC 

RADIO WASHINGTON 
"the station that keeps people in wind" 

♦Trendex, Washington, D. G. Study, Nov. 1961 
Represented nationally by John Blair & Co. 
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Swezey 

(Continued from Sponsor Week) 

zey said: "All leading brands of 
gasoline have achieved a phenom- 
enal degree of efficiency. All lead- 
ing makes of automobiles which 
they propel are wonders of mechani- 



cal perfection. Cigarettes, soaps, de- 
tergents, and countless other prod- 
ucts have reached quality standards 
which make it almost impossible for 
the most discriminating purchaser 
to select among them except upon 
the most fragile, virtually non-ex- 
istent individual characteristics." 



Advertisers 



Philco's consumer products division, 
under the new Ford ownership, is 
increasing its network tv budget by 
400% over the outlay for the last 
half of last year. 

Company will spend about $2.5 
million in the 1962-63 tv season for 
two specials (CBS TV's Miss America 
Pageant and the first NBC TV "To- 
night" show with Johnny Carson), 
eight prime-time series on ABC TV 
and NBC TV, and four ABC TV day- 
timers. 

This all adds up to 55 minutes for 
Philco in the coming season. 



FEMMECEES of WSLS-TV, Roanolte Profile. Priscilla Young (I) and 
Kit Johnson, with director Ray Chitwood going over films and photos 
of first air year which won them state award for women's show 




BROTHERHOOD award of the Baptist Ministers' Conference of 
Philadelphia went to WHAT, only local organization honored. Seen 
here are honored national personalities Jackie Robinson (I) and Dr. 
Martin Luther King, Jr., with station's Mary Dee, Dolly Banks 





GUIDED TOUR of tv studios is conducted by Fred Fletcher (I), 
exec. v.p. of WRAL-TV, Raleigh, for AB-PT pres. Leonard Goldenson 
and ABC vp. Tom Moore. Station joins network I August 




ADVENTURE Cartoons is producing "The Mighty Hercules," dis- 
cussed here by coordinator Arthur Brooks (I); Fred Thrower, WPIX, 
New York, exec, v.p.; Richard Carlton, Trans- Lux Tv v.p., syndicator 
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Continental Wax, which spent some 
$400,000 in spot tv last year, has been 
cited by the FTC for false claims and 
for a deceptive trade name. 

The decision, which is not final and 
may be reviewed by the commission, 
related to Continental's "Six Month 
Floor Wax." 

Ordering the company to stop us- 
ing "six month" to describe the wax's 
features, the examiner said that al- 
though the words "Continental Grip- 
Kote" are being used on the can, de- 
ception can only be remedied by the 
complete excision of the more promi- 
nently displayed name. 

Campaigns: Royal Viking Danish 



Lager Beer is running with its heavi- 
est ad budget ever to introduce an 
imported beer label. Campaign, via 
Co-Ordinated Marketing, includes 
five hours of radio weekly in the New 
York market . . . Perma-Starch will 
sponsor with 30- and 60-second spots 
at least four NBC TV daytime shows 
starting in late June via Post, Morr 
& Gardner, Chicago ... J. Nelson 
Prewitt started on 20 June with CBS 
TV's "Captain Kangaroo," the first 
national effort for its Matey Sham- 
poo for Children. Agency is Hanford 
& Greenfield, Rochester . . . Sunray 
DX Oil will use major league base- 
ball on NBC TV and supplemental 
radio markets to push two new gaso- 



lines and a new selling slogan. Ac- 
count is at Gardner ... A $140,000 
campaign to sell 40 million avocados 
is being run this summer by the 
California Avocado Growers, handled 
by McCann-Erickson Los Angeles. 

Financial report: Alberto-Culver sales 
reached $26,322,812 in the six-month 
fiscal period ended 31 May, an in- 
crease of 143% over the first half of 
1961. Net earnings were $1,010,969, 
an increase of 152% over $400,309 
in earnings for the first six months 
of last year. 

PEOPLE ON THE MOVE: Lewis S. 
Sanders to the newly-created post of 
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MONUMENTAL job was done by WKAP. 
Allentown, which voluiteered to clean the 
monument in the center of town during the 
city's recent Bicentennial, a job long undone 



KICK OFF campaign to announce new rep 
affiliation between Advertising Time Sales 
and WESH-TV, Daytona Beach-Orlando, is 
discussed by (l-r) Thomas Campbell, ATS 
pres., ATS v.p.'s Jack Thompson and Jim Mc- 
Manus, stn. sales manager Harry LeBrun and 
WESH-TV vice president Thomas Gilchrist 



TRAFFICOPTER reports on WGN, Chicago, 
will be backed by State Farm Mutual Auto- 
mobile Insurance. Here (l-r): Stanley Gates 
(SF promotion); pilot Irv Hayden; Charles 
Gates, stn. mgr.; Fred Sulcer, of agency NL&B 
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director of sales for Schick Service, 
Inc. . . . Ralph F. Moriarty to presi- 
dent of Ova'tine Food Products divi- 
sion of The Wander Company . . . 
George W. Shine to vice president 
in charge of advertising and public 
relations of Avon Products . . . Nor- 
man Vance, Jr., vice president and 
director of marketing for Mars, Inc., 
to executive vice president. 

Agencies 



There's been a reorganizatiton at 
MacManus, John & Adams, which fol- 
lows on the heels of the resignation 
of John R. MacManus as senior vice 
president and director of the Bloom- 
field Hills-based agency. 

Management has decided to trans- 
fer significant billings, including me- 
dia buying, to the New York branch. 
Included are all Dow Chemical con- 
sumer accounts and Minnesota Min- 
ing & Manufacturing, primarily 
Scotch Brand Tape and Scotchgard 
Brand Stain Repeller. 

Transferred to New York to handle 
this business are notably, Patrick D. 
Beece, vice president in charge of 
account services and Russell G. 
Brown, director of marketing serv- 
ices. 

Maurice H. Needham, advertising 
sage of Michigan Avenue and schol- 
arly chairman of Needham, Louis & 
Brorby, now in his 73rd year, is up- 
dating his treatise "Towards the 
Complete Man." 

A oroject begun when Needham 
was a student at the University of 
Wisconsin, the work contains his 
thoughts on the education and train- 
ing of men for leadership in the 
agency business. 

The last revision of the same was 
in 1955, when Needham presented it 
in talk form at the 4A's central re- 
gional fall meeting. 

Reason for the new revision: in a 
nuclear age, even more emphasis 
should be placed on the study of 
humanities. 

In the 1955 treatise, such advertis- 
ing pundits as Claude Hopkins, 
Ernest Gundlach, James Young. Ray 
Rubicam, Leo Burnett, Fairfax Cone 



and David Ogilvy were included as 
examples of "the complete man." 
Best advertising men of all time in 
the updated version: Plato, Ben 
Franklin, Michelangelo. 

The Biddle Co., Bloomington, III.- 
based agency boasts an unusual feat 
by its media director. 

Accomplished: a hole-in-one at 
the Highland Park golf course. It 
was a 106-yard shot on the third hole 
with a five iron. 

When off the green, ace shooter 
Shirley Sunwall administers the 
broadcast activity on such accounts 
as Hill's dogfood, North American 
Van Lines and Heath Toffee. 

The complete run-down on product 
assignments resulting from R. T. 
French's agency consolidation gives 
a long list of items to JWT. 

The agency's New York office re- 
tains the mustards, condiments, 
spices and extracts, a new line of dry 
sauce mixes, Forman's relishes and 
French's export business. JWT gets 
from Richard A. Foley Philadelphia 
the pet bird foods and metals pol- 
ishes. 

New to the French stable is K&E, 
which will handle the instant potato 
products. 

Agency appointments: Hertz Ameri- 
can Express International Ltd. to 
Norman, Craig & Kummel, effective 1 
October . . . Ambassador Motels to 
Wade Advertising . . . Youngs Rubber 
Corp. to Don Kemper for consumer 
advertising . . . Bravo Macaroni to 
Hutchins Advertising, effective 1 July 
. . . Westminster Corp. to Weiss & 
Geller for four new lines of wines 
and spirits . . . Regal Rugs to Ruben 
Advertising, Indianapolis . . . Mitch- 
ell-Liptak Laboratories to John W. 
Shaw . . . The World of Food to Ken- 
yon & Eckhardt . . . Ther-A-Pedic 
Associates to Sosnow Advertising, 
Newark. 

Top Brass: John M. Lamb to Gould, 
Brown & Bickett to head a newly 
formed consumer division as execu- 
tive vice president and a principal 
of the agency . . . Kenneth D. Clapp 



to general manager of Charles F. 
Hutchinson, Inc. . . . John L. Bald- 
win to general manager of the Bos- 
ton office of K&E . . . Robert Buck- 
binder to executive vice president of 
Peerless Advertising. 

New v.p.'s: Donald W. Walton for 
creative services at D. P. Brother . . . 
Carl E. Buffington and Orrin E. 
Christy at Morse International . . . 
Gerald Pickman at Kudner for mar- 
keting-research . . . Allan Greenberg, 
Edward McNeilly and Len Press at 
Doyle Dane Bernbach . . . James W. 
Packer, for station relations, at John 
W. Shaw . . . Barron Boe at Dancer- 
Fitzgerald-Sample. 

PEOPLE ON THE MOVE: William J. 
Graham and Frederic C. Moffatt to 
the media-selection (radio-tv) depart- 
ment of N. W. Ayer . . . Henry J. 
Kozlowski to the plans and market- 
ing department of Ayer . . . Stanley 
Koenig to marketing supervisor at 
Leo Burnett . . . Tom E. Harder to 
account supervisor at Kenyon & Eck- 
hardt . . .Thomas E. Shea to the New 
York office of FSR as account execu- 
tive on Renault . . . Marvin D. Convis- 
sar to the marketing-research depart- 
ment of Kudner . . . Earl Collings to 
broadcast copy chief at MacFarland, 
Aveyard . . . Donald L. Linton to ac- 
count executive at FSR New York . . . 
Helen Mellon and Mary Krempa to 
radio and tv department of Wermen 
& Schorr . . . Martin S. Berger to ac- 
count executive at Storm Advertis- 
ing .. . John E. Robertson to pro- 
ducer in the radio-tv department at 
Compton, Los Angeles . . . Alfred A. 
Basso, Jr. to commercial producer in 
the New York office of Burnett . . . 
M. J. Marion to account supervisor 
and Richard J. Griffith to account 
executive at Riedl & Freede. 

Associations 

The NAB plans a broadened moni- 
toring program of Tv Code subscrib- 
ers. 

The plan calls for submission of 
copies of official master logs to sup- 
plement the Code Authority's tape, 
off-air monitoring. 
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The Code Review Board said out- 
side research to monitor and tape 
record all stations on a regular basis 
would be prohibitively expensive. 

Seven broadcasters were named by 
NAB pres. LeRoy Collins as members 
of the 19S2-S3 committee on edi- 
torializing. 

Reappointed as chairman was Dan- 
iel W. Kops, president of WAVZ, 
Broadcasting and WTRY Broadcast- 
ing. 

Others reappointed: Frank J. Ab- 
bott, Jr., WWGP, Sanford; Frederick 
S. Houwink, Evening Star Broadcast- 
ing; John F. Dille, Jr., Truth Publish- 
ing Co. stations. 

Newly-appointed members: Rex G. 
Howell, KREX stations, Grand Junc- 
tion; A. Louis Read, WDSU, New Or- 
leans stations and George Whitney, 
KFMB-TV, San Diego. 

Tv Stations 



Taft Broadcasting is scanning sta- 
tions in the top 30 markets for pos- 
sible purchase of another tv outlet 
within the next year. 

Hulbert Taft, Jr. president of the 
company, told the New York Society 
of Security Analysts of the expansion 
plans in an address just three weeks 
after Taft was listed on the New York 
Stock Exchange. 

Of the company's financial status, 
Taft quoted a 20% increase in net 
profit over the preceding year for 
the fiscal period ended 31 March. 

Tv's share of dentifrice advertising 
in measured consumer media rose to 
92.2% in 1961, according to TvB. 

Network and national spot tv bill- 
ings jumped 14.4% to $33,945,663. 

Crest moved into the top spot in 
1961 with total billings of $10,545,- 
963, compared with $5,471,415 in 
1960. Tv billings last year for Crest 
were $10,276,277. 

KMEX-TV, Los Angeles will become 
the flagship station of a newly or- 
ganized Spanish international Net- 
work which goes on the air in mid- 
September. 
Network will operate along the 



1,600-mile U.S.-Mexican border en- 
compassing five vhf and one uhf 
station. 

Julian Kaufman is the acting gen- 
eral manager. 

Kudos: Chief Wah Nee Ota of the 
Creek-Seminole Indian tribe adopted 
Elton H. Rule, ABC v.p. and general 
manager of KABC-TV, Los Angeles 
and named him "Chief Elton Tall 
Tree" in traditional tribal ceremon- 
ies. Honor was bestowed for out- 



standing work in bringing to light 
the plight of the Indian . . . NBC 
star Bob Hope will become the third 
entertainer in history to be honored 
with a gold medal — authorized by 
Congress, manufactured by the Treas- 
ury Department and presented by 
the President — for his "services to 
his country and to the cause of world 
peace." . . . Walt Bartlett, vice presi- 
dent of WLWC, Columbus, has been 
appointed by Governor DiSalle to fill 

(Please turn to page 61) 



New Satellite Now 
Helps You Cover ALL 
of "UPSTATE MICHIGAN"! 




WWTV, Cadillac-Traverse City, has 
always brought you the top television 
audiences in Central and Northern 
Lower Michigan. 

Now WWUP-TV, Sault Ste. Marie— 
a Channel 10 satellite of WWTV — 
adds coverage of 55,900 households 
($235,382,000 in retail sales) in a great 
and fast -growing industrial area in and 
around the American and Canadian 
cities of Sault Ste. Marie. 

Ask Avery-Knodel, Inc. for full in- 
formation on this new opportunity 
to cover the combined WWTV/ 
WWUP-TV area, which is more im- 
portant to you than several complete 
U.S. stales. 

POPULATION 874,100 

HOUSEHOLDS 244,000 

EFF. BUY. INCOME SI,304,149,00O 
RETAIL SALES . . . $996,511,000 




WWTV/WWUPTV 

CADILLAC-TRAVERSE CITY / SAULT STE. MARIE 



CHANNEL 9 
ANTENNA 1140' A.A.T. 
CIS • AIC 



CHANNEL 10 
ANTENNA 1114' A.A.T. 

CIS • tic 



Avwy-Knodel, Inc., Excfvifvt National Representatives 



91ie 3<et%el ffllaticnl 

RADIO 

WKZD KALAMA200-BATTLE CHEEK 
WJEF GRAND RAPIDS ' 
WJEF-FM GRAND RAP1DS-KALAMAZ00 
WWTV-FM CADILLAC 

TELEVISION 

WKZ0-TV GRAND RAP1DS-KALAMAZDO 
WWTV/ CADILLAC-TRAVERSE CITY 

/WWUP-TV SAULT STE. MARIE 
K01N-TV/ LINCOLN, NEBRASKA « 



/KSIN-TV GRAND ISLAND, NEB. 
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Winning friends, influencing people 



For the past 30 years CKLW Radio has 
been winning friends, influencing people. 
In 1932. Radio 80 gave birth to a small but 
urgent 5000-watt voice. Today CK is a 
mature, compelling sound— a 50,000-watt 
installation that sends its news and music 
into homes and cars throughout Michigan, 
Ohio, Indiana, Pennsylvania, New York 
and Canada. We have calculated 5,625,538 
radio homes with spendable incomes of 
over 40 billion dollars* are tuned to Radio 
80. To loyal audience, satisfied sponsors 
and talented staff, CKLW is most grateful. 
And may we continue to always win friends, 
influence people. 

"Sales Management 
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BROADCASTERS, 
INC. 

GUARDIAN BLDG, 
DETROIT 
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What's happening in U. S. Government 
that affects sponsors, agencies, stations 



* WASHINGTON WEEK 



25 JUNE 1962 
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Two recommendations featured FCC Commissioner Robert E. Lee's 134-page 
report on the Cliieago hearings into local serviee of that eity's tv stations. 

The first indicated there should be study of the community serviee problem cre- 
ated by the alleged making of decisions in New York for network o&o stations. The 
second held that further such hearings should be held on a limited basis in eertain test 
markets. 

The FCC majority had already indicated that Chicago-t)pe bearings would be conducted 
elsewhere. In spite of this, the Chicago experience had appeared to be so inclusive that there 
was genuine hope it would not be repeated. But Lee stands near the middle of the FCC po- 
litical and regulatory philosophy, and these hopes would now seem to have less of a founda- 
tion on which to stand. 

Lee chided a good many of the witnesses for failing to eonie to grips with actual 
issues. He singled out a woman for complaining about "smut," which he pointed out had 
no part in the proceedings. He also hit at the unions, AFTRA and NABET, for asking for 
more network program originations in Chicago, when the topic was supposed to be local 
service and local programing. Such out-ofbounds discussions were ignored, he said. 

The Lee summary was, on the whole, kind to the Chicago tv stations. He said they "in 
vai'j ing degree, do make a genuine, and, in general, reasonable and adequate effort to de- 
termine the needs and interests of the loeal residents in the area of local live pro- 
graining." 

He indicated complaints of such as religious and racial groups were products of mis- 
understandings, rather than of station failures. He pointed out that civic, charitable and po- 
litical groups applauded the stations. He cited difficulties in local programing and in encour- 
aging local talent due to the disparity between network resources and those of a single 
station. In this connection, he also pointed out that talent is not readily available in Chica- 
go since it heads for New York and even more so for Hollywood, where there are greater 
opportunities. 

Lee hit the critical side to any extent only in his assertion that local live programing 
by network o&o's, and probably also by multiple-owned and absentee-owned stations, is 
erippled by an outside veto. 

He noted the Chicago station managers claimed authority, but said they invariably ask 
the New York network main offices for "advice and guidance, if not clearance'' on any pro- 
graming plans. Lee said it is also clear that New York as often as not turns down loeal 
programing in favor of network. 

Lee saw "a basic conflict in interest problem" here which the FCC was asked to investi- 
gate further. He even quoted himself as saying "if the Commission considers this a dilem- 
ma, and 1 do, it should spell out the answer so that industry will know how to comply." 

Plumping for more such hearings in "typical test markets of different kinds." Lee con- 
tended that during the Chicago affair, "the public and the industry looked each other in the 
face and exhanged views. The air is now much clearer. The public, the industn. and the 
Commission have each learned much, and must, therefore, have greater respeet, each for 
t!ii" others' problems and views." 

Sen. John O. Pastore (1)., R. I.) has announced that beginning 10 July his 
subcommittee will once again go back into the controversial political equal time 
seetion of the Communications Aet. 

Bills in the hopper would loosen Sec. 315 to greater and lesser degrees, but the way is 
open for suggestions ranging from complete repeal all the way back to status quo. 

(Please turn to page 59) 
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Significant netvs, trends, buys 
in national spot tv and radio 



25 JUNE 1962 A crosscheck of radio reps by SPOT-SCOPE last week disclosed that the na- 

conyrijtit H62 turc of the May ami June spot buys was somewhat different in this respect: a 
sponsor large portion of them favored mostly the medium-sized markets. 
publication* inc. As one rep put it: there lia\en't been any really big lists, but the number of sched- 

ules have been far more than they were a year ago and the benefits have pretty well 
extended beyond the bigger markets. 

In terms of category, one of the disappointments, so far, has been the 6parsity of 
seasonal toiletry business. 

On the other hand, there's been a burst of cigar business, sparked by General Cigar 
and American Tobacco's Roi Tan. 

The Minneapolis-based drug account just picked up by John W. Shaw may 
prove a neat source of revenue for both radio and tv spot. 

Client in question is Mitcbell-Liptak Laboratories, whose original incorporators 
were for the most part physicians from the Minneapolis area. Projected billings on a na- 
tional basis should be in excess of §750,00.1 and there's this hopeful sign: the account 
is evidencing an early affinity for broadcast media. Radio and tv schedules in mid- 
western test markets have already been lined-up and start running this summer. 

The campaign, being developed by Shaw in concert with its ethical drug affiliate Shaw- 
Hagues, is on behalf of a new medication. 

The onslaught of some regional brewers like Hainui into new territories 6eenis 
to have shaken the security and created somewhat of a marketing-advertising 
problem for the older and previously well-entrenched national distributors. 

Latest indication of this: Anheuser's Busch Bavarian (Gardner), which pours well 
over a million annually into spot tv, is cutting back schedules iu some markets and 
sinking the money into heavy-up schedules in problem areas. 

The St. Louis-based beer will reportedly be back again strong in the fall. 

One of the new cold remedies which last fall and early this year 6taged a battle 
for market supremacy via spot tv is back in the national arena for the allergy season. 

The combacker is Contac, the Menley & James continuous-action decongestant 
handled out of FC&B. The other leading contender in the field, Vicks Chemical's Tri- 
Span (SSC&B) hasn't been around the spot tv circuit in any substantial way for a while. 

Still another member of the drug fraternity made news last week. It's the athlete foot 
treatment from WTS Pharmaceuticals, Desenex. a newcomer to the national spot tv 
ranks. The account is at Hoyt. 

For details of this and other spot action of the last week see items below. 



SPOT TV BUYS 

Procter & Gamble is breaking with a big campaign for Tide on 2 July. Schedules of one- 
three spots weekly, nighttime minutes both prime and fringe, run through the P&G year. 
Agency: Compton. Buyer: Bob Carney. 

Menley & James Laboratories, division of Smith Kline & French is buying several markets 
for a 15 July start on behalf of Contac. Campaign runs for six weeks, using prime and late 
night minutes. Agency: Foote, Cone & Belding. Buyer: Bob Rowell. 
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SPOT-SCOPE continued 



Standard Brands is lining up about 30 markets for its Blue Bonnet Margarine, with sched- 
ules to start 27 August for 13 weeks. Prime breaks are being used throughout. Agency: Ted 
Bates. Buyer: Bill Abrams. 

W. F. Young kicks off today for its Absorbine Jr. liniment in selected markets. Drive is 
for 13 weeks using fringe minutes. Agency: J. Walter Thompson. Buyer: Lou West. 
Birds Eye division of General Foods is seeking early and late evening minutes to promote 
its vegetables. Schedules start 9 July or 13 August depending on the market and run for four 
weeks. There are about 30 markets involved. Agency: Young & Rubicam. Buyer: Pete 
Spengler. 

WTS Pharmaceuticals division of Wallace & Tiernan is bujing for its Desenex Athletes 
Foot treatment. The search is for 13-week runs of day and night minutes starting 8 July. 
Agency: Charles W. Hoyt. Buyer: Doug Humm. 

Chesebrough-Poiid's is going in for eight weeks on behalf of its Vaseline Hair Tonic. Pro- 
motion starts 15 July in several markets, with the request for fringe minutes. Agency: Nor- 
man, Craig & Kummel. Buyer: Stan Yudin. 

National Biscuit is in on a short-term basis with minutes in kid strips between 4-7 p.m. 
Schedules run for two weeks in a host of markets, and the campaign is on behalf of Wheat 
and Rice Honeys. Agency: Kenyon & EckharJt. Buyer: Helen Lavendus. 
Norwich Pharinacal is lining up nighttime minutes and breaks for a 1 July start on be- 
half of Pcpto-Bisniol. The market list is extensive and schedules are set to run for six weeks. 
Agencj : Benton & Bowles. Buyer: Bob Wilson. 

American Oil will promote various products in a four-week campaign which kicks off on 
2 July. Some 20 markets will get schedules of minutes and breaks. Agency is D'Arcy and 
the buyer is Ed Theobold. 

Clorox is going in with 52- week schedules starting the first of the month. Time segments 
are fringe night and daytime minutes. Some 20 markets are included. Agency: Honig-Coop- 
er & Harrington, San Francisco. Bu\er: Clarice McCreary. 

Brown Shoe Company of St. Louis wants kids minutes in several markets to start 6 August 
and continue for six weeks. The buying's being done out of Leo Burnett by Eloise Beatty. 

SPOT RADIO BUYS 

Western Stationery & Tablet Corp. is planning its back-to-school campaign. Schedules 
will begin 18 August for three weeks, using early evening and weekend CO's to reach a teen- 
age audience, 20-40 per week per market. The top 50 markets will be bought. The agency 
is Dancer-Fitzgerald-Sample; the buyers are John Liddy and Dorothy Medanic. 
U.S. Gypsum is looking for Sunday segments between 11 a.m. and 1 p.m. to place a good- 
music transcription show. The number of markets has not been decided upon, but may run 
as high as 30. Vehicle is to promote its roofing products and allow for participations by 
local home builders. Rayeye Productions Inc., Kansas City, is producing the show and check- 
ing availabilities; Laverne Sisall is the contact. U.S. Gypsum's agency is Fulton, Morrissey 
Co., Chicago. 



WASHINGTON WEEK {Continue,! from pagt 57) 

Pastore said he hopes Congress will finally take action, but the odds appear to ho 
against it this late in the session. 

There could he some delay in FCC application of the all-channel set hill it 
wanted passed so badly. 

The one Senate change was insertion of the word adequate, referring to reception of 
UHF channels. The FCC must set up standards, and this could take considerable time. 

The industry would have to be consulted, among other time-consuming steps. So the 
test of the bill as a means of reviving UHF might take even longer than otherwise. 
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trends and tips for admen 
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Agencies with beer accounts will tell yon that there are no more fastidious 
critics of a tv commercial than bartenders, and that includes doctors. 

They're very sensitive about the way a screen bartender lifts a glass of suds and puts it 
down before a customer, and, if the ritual isn't just right, bartenders will so inform 
the brewery's salesman on his next visit or even call up the brewery. 



P&G has won out, after a spate of debate, on its requirement that ABC TV 
change the teeoff time of the Motion Picture Academy Awards show from 10:30 
to 10 p.m. next April. 

It seems that the network had scheduled an Edie Adams special for Muriel in the 10- 
10:30 slot and was reluctant to disappoint the cigarmaker. 

Benton & Bowles will again be the agency of record on the Awards event. 

Those concerned with picking up a successor to Lou Hausman as director of 
the Television Information Office have begun to toss the names of possible candi- 
dates into the hopper. 

Among the bandied prospects: Joe Culligan, Victor Ratner, Roy Danish, who is 
Hausman's assistant, and Bert Briller. 

Hausman would like to leave 1 October. 



The working life of a network tv salesman isn't all wine and truffles. 

After one of the networks had fired two of its salesmen contacts in close succession, an 
agency tv v.p. got curious and asked at headquarters what it was all about. 

The answer he got gave him the impression that the men had shown too much em- 
pathy for their agencies' problems. 

P.S.: The pair were quickly hired elsewhere in the tv selling field. 



Big agencies have one disadvantage over their smaller brethren: because the 
chain of command entails so many more people it's tougher to track down the respon- 
sibility for a serious fluff to a single person. 

A major agency throbbed lately over a fumble that caused the client to hit the roof, but 
to exact retribution wotdd have meant a wholesale emptying of the executive suite. 



For those who attended the NAB conventions in the early part of the '30s news 
of the death last week of Walter J. Oamiu ninsl have occasioned a twinge of sardonic 
reminiscence. 

The NAB membership in those days was, of course, much more compact and the pioneers 
often viewed the convention as a channel for flipping critical darts at the smugness and 
politicking of the then-in trenched industry kingpin, NBC. 

Dour, blunt, laconic Walter Da mm, along with Stanley Hubbard, of St. Paul, and 
lied Cross, of Macon, Ga., often functioned as the gadfly eore of such recriminations. 
And the trio succeeded in lifting a convention out of the pall of prefabricated routine. 

Hut as a broadcaster Damm not only ranked among the top as a programing innova- 
tor hut as a practitioner of the finest in taste and public service. 
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WRAP-UP 

(Continued from page 55) 

the vacancy on the Ohio Educational 
Television Commission created by 
the resignation of Bob Dunville, 
Crosley Broadcasting Corp. president. 

PEOPLE ON THE MOVE: Fred W. 
Johnson to general sales manager 
at WFRV-TV, Green Bay . . . Al Perry 
to the sales staff of KOA-TV, Denver 
. . . Charles W. Thomas to assistant 
general tv sales manager of WFIL-TV, 
Philadelphia . . . Guy Griffen to assis- 
tant general manager of WBOC-TV 
and radio, Salisbury, Md. . . . Ozzie 
Osborne to account executive at 
WFBM-TV, Indianapolis. 

Radio Stations 



RAB has thrown out a "new frontier" 
challenge to radio stations. 

Speaking before the North Caro- 
lina Assn. of Broadcasters, Patrick 
E. Rheaume, RAB director of mem- 
ber development said radio still lags 
seriously in the race with news- 
papers. He said that the Sunday 
editions of daily newspapers in sev- 
eral North Carolina markets often 
gross annually more than all of the 
radio stations in the market com- 
bined. 

Rheaume predicted, however, that 
radio will close the gap in this 
decade, with much of the needed lift 
coming from retailers. 

Ideas at work: 

• WFBR, Baltimore presented on 
every newscast during June, its 40th 
anniversary month, a news event 
from its debut day 40 years ago. 

• WTLB, Utica ran a "Most Use- 
less Thing" contest. First prize was a 
dilapidated car, second prize an old 
moose head. 

• WIL, St. Louis awarded its sec- 
ond annual $250 scholarship award 
to the outstanding student in radio 
journalism at the University of Mis- 
souri. 

• WJRZ, Newark, formerly WNTA, 
ran a contest for listeners to guess 
the number of billboards which new 
owner Communication Industries 
Corp. is using to promote the new 



call letters. Correct answer: 197. 

Kudos: George Stephens, farm direc- 
tor for KCMO stations in Kansas 
City was named one of six regional 
chairmen of The National Farm-City 
Committee . . . WJW, Cleveland was 
recipient of three major awards at 
the 10th annual AFTRA Awards Lun- 
cheon . . . Felix Adams, general sales 
manager of KRAK, has been elected 
vice president of the Sacramento 
Advertising & Sales Club. 

PEOPLE ON THE MOVE: Ralph Quor- 

tin to sales manager of WNJR, New- 
ark . . . Richard F. Cruse to sales pro- 
motion director of KFRE (AM & TV) 
and KRFM, Fresno . . . Edward A. Mc- 
Cusker to the sales staff of WPEN, 
Philadelphia . . . Rick Sklar to direc- 
tor of production and community 
services at WABC, New York . . . John 
0. Downey to vice president and 
general manager of WCAU, Phila- 
delphia, replacing Thomas J. Swaf- 
ford who has resigned to purchase 
a radio station in Albuquerque . . . 
Bruce Still to director of production 
at WIL, St. Louis . . . Anthony Pansul- 
lo to station-sales manager at WRYM, 
Hartford . . . Larry Mazursky to assis- 
tant general manager of KWKW, Pas- 
adena . . . Richard E. Taylor to ac- 
count executive at WNBQ, Chicago 
. . . Donald A. Wolff to account execu- 
tive with WMAQ, Chicago . . . Doug- 
las D. Shull to national sales coordi- 
nator at WOWO, Ft. Wayne in addi- 
tion to his job as promotion man- 
ager. 

Fm 



An unusual undertaking by an fm 
outlet involving the rebroadcast in 
its entirety of the full stereophonic 
signal of another fm station is in op- 
eration in Providence. 

WPFM is carrying live in fm stereo 
and direct from Symphony Hall in 
Boston, the Saturday evening con- 
certs of The Boston Pops Orchestra. 
The series is made possible by re- 
ceiving the signal of WCRB (FM), 
Waltham at the Providence studio 
site and rebroadcasting the signal. 

WPFM will continue with live FM 



stereo broadcasts in the fall with 
the winter schedule of The Boston 
Symphony Orchestra. 

There's a new fm outlet scheduled 
for completion in July. 

To be known as WMMM (FM), 
Westport, the new station will dupli- 
cate am programing during the day 
and will continue with independent 
music programing after the parent 
company signs off. 

The fm transmitter will be housed 
in the same location as the am trans- 
mitter. 

A highlight of the 7th annual New 
York High Fidelity Music Show will 
be a salute to the first anniversary 
of fm stereo radio broadcasting. 

FM stereo broadcasting has grown 
to include some 100 stations since 
last summer when the FCC first gave 
the go-ahead. 

The show will be held 2-6 October. 

Stereo starts: WTCX (FM), St. Peters- 
burg began its first regular schedule 
of fm stereo operations earlier this 
month. 

Invitation: The Greater Seattle FM 
Broadcasters Assn. has extended an 
invitation to all fm broadcasters in 
Seattle to visit the Worlds Fair to 
attend the association's meetings, 
held the second Wednesday of each 
month at the Colonial Pancake 
House at 9 a.m. 

PEOPLE ON THE MOVE: George 
Pleasants to general manager of 
WKET, Dayton . . . Lacy Sellars to 
operations manager of WBT (FM), 
Charlotte. 

Networks 



ABC Radio has picked up its fourth 
50 kw affiliate in five weeks. 

Most recent newcomer to the line- 
up is KWKH, Shreveport. Others: 
WHAM, Rochester, KRAK, Sacra- 
mento, KCTA, Corpus Christi. 

Sales: Gillette Safety Razor (Maxon) 
and Chrysler (Burnett) will co-spon- 
sor both of baseball's All-Star Games 
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on NBC TV and NBC Radio, sched- 
uled for 10 and 30 July. . . . Best 
Food (Lennen & Newell) bought min- 
utes in ABC TV's "The Flintstones." 
. . . General Mills, via Knox Reeves, 
has signed for the "All-Star Scout- 
ing Report" which precedes both 
Ail-Star Games on NBC TV. 

Way out promotion: A wall-size map 
and guide to the exploration of space 
came from the sales development 
side of NBC Radio with the reminder 
that the exciting developments of 
the space age are also charted on 
NBC Radio. 

Specials: Pharmacraft Laboratories 

has picked up the tab for three 
hour-long specials on ABC TV within 
a four-day period. Shows, two re- 
peats and one original, are set for 
11, 12, and 14 August from 10-11 
p.m. Buy, via Papert, Koenig & Lois, 
is on behalf of Allerest allergy 
tablets. 

PEOPLE ON THE MOVE: Philip 
Sterling, who's assistant publicity 
director at CBS Radio, is collabo- 
rator in the biography "Fiorello La 
Guardia" by Bella Rodman to be 
published in October by Hill & 
Wang. . . . John Regazzi to comptrol- 
ler of AB-PT. 

Representatives 

An expansion of the tv department 
at Edward Petry includes the promo- 
tion of eastern tv sales manager Ted 
Page to vice president of the com- 
pany. 

Alfred Masini and Malcolm James, 
tv salesmen, have been appointed 
group sales managers. Three sales 
men have been added to the New 
York staff— Thomas J. O'Dea, James 
D. Curran and Len Tronick — and 
Karl H. Mayers has been named as- 
sistant director of marketing and 
sales development. 

Adam Young is adopting a complete- 
ly automated billing system, with 
all divisions set to be converted by 
the end of the summer. 
The system will compute the 



monthly billing by station, product 
and agency. 

Rep appointments: WHTN-TV, Hunt- 
ington, W. Va., to Ohio Stations Rep- 
resentatives for Ohio and Pittsburgh 
sales. . . . WFMV, Richmond and 
WNXT, Portsmouth to Walker- 
Rawalt for national sales. . . . WTSP- 
TV, Tampa, new third station which 
goes on the air this fall, to H-R. 

PEOPLE ON THE MOVE: Anne Owen 

to the newly-created post of special 
projects director at Robert E. East- 
man. . . . Henry J. Akins to account 
executive in the Atlanta office of 
H-R. . . . James C. Timothy to ac- 
count executive in NBC TV Spot 
Sales, Chicago and Edward C. Cot- 
ter to account executive in NBC Ra- 
dio Spot Sales, also Chicago. . . . 
James Dowdle to the Chicago tv 
sales staff of Katz. . . . Bill McKee to 
eastern representative with Dean & 
Slaughter, rep for The Dakota Sales- 
maker radio stations. 

Film 

Bomba, the Jungle Boy features, out 
of Allied Artists Tv Corp., seems to 
be having strong going on the rating 
front. 

Some cases in point: 

WNEP-TV, Scranton: Sunday after- 
noons, reached an ARB sets-in-use of 
23, as compared to an average 4 the 
year before. 

WFBC-TV, Greenville, S. C: went 
from an ARB rating of 9 to 18 for a 
Sunday afternoon, with average 
homes per quarter-hour to 61,000 
from 26,000. 

WKBW-TV, Buffalo: a Monday 
through Friday late afternoon strip 
got a March-April 21.5 Nielsen av- 
erage and an ARB 20. The Nielsen 
share was 54 and ARB, 60. 

WISH-TV, Indianapolis: scheduled 
Saturday afternoons and achieved a 
15.6 Nielsen rating, as against the 
competition's 7. 

NTA will supply WABC-TV, New York 
with a new series of "The Third Man" 
which will get prime-time slotting by 
the network flagship next fall. 
The show will move from 10:30-11 



p.m. on Thursdays to the same berth 
on Fridays. It's sponsored in excess 
of 80 cities by Budweiser Beer. 

The Grand Prix for television of the 
Venice International Advertising Film 
Festival went, for the first time in 
several years, to a U.S. producer. 

Winner was MPO for the commer- 
cial: "Who says beer is a man's 
beverage?" produced for J. Walter 
Thompson and client the United 
Brewers Assn. 

Alexander Productions has been 
formed by Michael Palma, former 
executive vice president of Trans- 
film-Caravel. 

Based in Colorado Springs, Colo, 
and Puerto Rico as a cost-saving 
measure, the new company will use 
the motion picture facilities of Alex- 
ander Film Co. but all creative con- 
trol will emanate from New York. 

A major undertaking will be the 
production of tv commercials. 

Franklin Schaffer and Fielder Cook 
have formed a new tv producing out- 
fit called The Directors Company. 

First assignment will be the pro- 
duction of seven hour-long dramatic 
specials which will be part of next 
season's NBC TV "DuPont Show of 
the Week." 

The new firm will headquarter at 
65 East 55 Street in New York. 

Sales: MCA TV scored 41 more sales 
for its hour-long, off-network pro- 
grams . . . Allied Artists Tv has 
added six more stations to its list 
for "Bomba, The Jungle Boy" . . . 
Warner Bros, filmed tv series to nine 
more stations . . . Tele synd's new 90- 
minute feature film of "The Lone 
Ranger" to CBS TV stations in New 
York, Philadelphia, St. Louis, Chica- 
go and Los Angeles . . . Seven Arts 
made seven additional deals for its 
post-1950 Warner Bros, features and 
its Boston Symphony tv specials . . . 
Buena Vista's "Mickey Mouse Club" 
to the Kroger Company for 52 weeks 
on KTVI-TV, St. Louis . . . Over 50 
markets have been sold for the 
second year of first-run syndication 
of Ziv-UA's "Ripcord." 
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PEOPLE ON THE MOVE: Sidney Co- 
hen to the New York sales staff of 
Allied Artists Television Corp. . . . 
Howard Grafman to midwest division 
account executive for Seven Arts 
. . . Amos T. Baron, most recently 
vice president and general sales 
manager of KCOP Television, Los An- 
geles, to western division manager 
of United Artists Associated . . . 
Norman W. Glenn to vice president 
of new program development at 
Ziv-UA. 

Public Service 

Public service in action: 

• An exploration of higher educa- 
tion highlights a new series called 
"The Quincy College Hour" on WLS, 
Chicago. 

• When WMEX, Boston president 
M. E. Richmond heard that ticket 
sales for the Mayor's Charity Field 
Day were lagging, he offered the serv- 
ice, promptly accepted, of station 
personalities to spur sales. The en- 
tire staff did an all-day remote from 
city hall. 

Kudos: Certificates of appreciation 
from CARE for "outstanding service" 
in 1961 were presented to Arnold F. 
Schoen, Jr. executive v.p. and gener- 
al manager of WDBO-TV and Joseph 
L. Brechner, president and general 
manager of WLOF-TV, both in Or- 
lando. 

Equipment 

Motorola, which opened its Chicago 
State Street Display Salon on 14 
May, reports floor traffic beyond its 
expectations. 

Not only does the public come in 
to "browse" as was initially antici- 
pated, but the salon staff reports 
that specific questions on models 
and lines are asked by the visitors, 
indicating an unexpected knowledge 
of product and indicating that agen- 
cy Burnett must be doing a good job 
on consumer education. 

Elsewhere on the Motorola front: 
sometime within the next year or 
so, this company will join Chicago's 
two other major electronic manufac- 



turers, Zenith and Admiral, in color 
tv receiver production. 

Factory sales of tv picture tubes and 
receiving tubes eased back from the 
1962 highs scored in March to an 
April level about average for the 
first four months of the year. 

EIA also reported that April dis- 
tributor sales and factory output of 
both tv and radio receivers dropped 
abruptly under March totals, but 
cumulative totals for the first four 
months of 1962 remained ahead of 
those for the same period last year. 

Tv sales by distributors in April 
declined to 364,742, the year's low 
while this year's cumulative total 
was 1,932,729 through April, vs. 
1961's 1,680,672 for the same period. 

Distributor sales of radios stood 
at 809,499 in April, against 1962's 
record monthly total of 917,236 in 
March. Year-to-date total was 2,987,- 
497 vs. 2,637,850 for the same months 
last year. 

New products: A fully transistorized 
magnetic tape message repeater 
which plays without interruption or 
stops on cue, is being manufactured 
by Cousino Electronics Corp. of To- 
ledo. The unit will sell for under 
$100 . . . Rolab Laboratories, Sandy 
Hook, Conn, have come out with a 
new Ready-Eddy for 16mm exclusive- 
ly as a companion to the Ready- 



Eddy 16/35 . . . Kahn Research Lab- 
oratories has a new single-sideband 
receiver adapter designed to convert 
conventional am receivers to single- 
sideband operation. ... A new nine- 
pin miniature triode-tetrode receiv- 
ing tube designed for dual purpose 
use as a low-voltage sync-separator 
and video-output tube is now avail- 
able from the Westinghouse Elec- 
tronic Tube division. 

PEOPLE ON THE MOVE: Robert J. 
Klapper to the sales department at 
Zenith. . . . John H. Ihrig has re- 
signed as a director of Webcor. . . . 
Thomas E. McCarthy to manager of 
public information at General Tele- 
phone & Electronics. 

Station Transactions 

The FCC has approved the transfer 
of control of WSOR in Windsor, Conn, 
to Sydney E. Byrnes. 

Byrnes is president and general 
manager of WADS, Ansonia, Conn, 
and is president of The Connecticut 
Broadcasters Assn. 

WCNT, Centralia, III. has been sold 
to Edward Palen, owner of WOKZ, 
Alton. 

Seller was Carson W. Rodgers and 
price was $155,000. 

Hamilton-Landis handled the ne- 
gotiations. ^ 
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Outstanding values in broadcast properties 



\ 



Medium size UHF market. Excellent plant and 
low overhead. Owner-manager opportunity. Equity 
sale. Price to sell. 



Six major markets from Canada to Mexico*. Full 

FM service. Outstanding class B facility. Quality 
programming. Liberal terms to qualified buyer. 



WEST COAST UHF 

$220,000 



REGIONAL FM 
NETWORK 

$700,000 



BLACKBURN & Company, Inc. 

RADIO • TV • NEWSPAPER BROKERS 
NEGOTIATIONS • FINANCING • APPRAISALS 

WASHINGTON, D. C. CHICAGO ATtANTA BEVERLY HILLS 



James W. Blackburn 
lack V. Harvey 
joseph M. Sitrick 
Cerard F. Hurley 
RCA Building 
FEderal 3-9270 



H. W. Cassill 
William B. Ryan 
Hub lackson 
333 N. Michigan Ave. 
Chicago, Illinois 
Financial 6-6460 



Cliford B. Marshall 
Stanley Whitaker 
Robert M. Baird 
lohn C. Williams 
1102 Healey Bldg. 
JAckson 5-1576 



Bennett Larson 
Colin M. Selph 
Calif. Bank Bldg. 
9441 Wilshire Blvd. 
Beverly Hills, Calif. 
CRestview 4-2770 
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FOR EXTRA COPIES OF 
THE 40-YEAR ALBUM 



Hard cover edition $5 per copy; 
Soft cover edition $1 per copy* 
Your order will be promptly handled 
while the supply lasts. Your name 
in gold on the hard cover edition, 
$1 additional. Write SPONSOR, 
555 Fifth Ave., New York 17. 

*Soft cover edition free with an $8 subscription to SPONSOR. 
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WHAT ARE 
YOUR 

PHOTO 

REQUIREMENTS? 

fliiiiiMiiiiiiiiiiniuimniiiiiiu 



"HADIBUTKNOWN' 



he n we show a prospective client 
just a few samples of our publicity 
photography, he more-than-likely ex- 
claims, "Hadibutknownl" This puzzles 
us for a moment but then he con- 
tinues, nodding with approval. "Such 
Sne photos," he says, "such fair rates 
('did you say only $22.50 for 3 pic- 
tures, $6 each after that?') — and such 
wonderful service ('one-hour delivery, 
you say?') — why, had I but known 
about you I would have called you 
long ago." Well, next thing he does is 
set our name down (like Abou Ben 
Adhem's) to lead all the rest of the 
photographers on his list. Soon, of 
course, he calls us for an assignment 
and from there on in he gets top 
grade photos and we have another 
satisfied account. (Here are a few of 
them: Association of National Adver- 
tisers — Advertising Federation of 
America — Bristol-Myers Co. — S. 
Hurok — Lord & Taylor — New York 
Philharmonic — Seeing Eye — Visit- 
ing Nurse Service of New York.) Why 
don't you call now and have our rep- 
resentative show you a few samples 
of our work? 



ailJIIIIIIIIIIIIIIIIIIIIIJIIIlllllHnniJIIHMIIIUJUIIIIJlWIMIlJIlMlllUimillHUJUMlUMIIMMJIWIINMJJJMIIK 



BAKALAR-COSMO 
PHOTOGRAPHERS 

111 W. 56th St., N.Y.C. 19 
212 CI 6-3476 





Tv and radio 
NEWSMAKERS 





John O. Downey has been named as vice 
president and general manager of WCAU. 
Philadelphia. He has been program diree- 
tor of the tv station sinee May 1960. In 
Downey's earlier associations with CBS. he 
has been assistant director of program 
services of the CBS TV stations division 
and executive producer at KMOX-TV, St. 
Louis. He's also been program head at 
KDKA-TV, Pittsb urgh and WHCT-TV. Hartford. He was manager of 
WGTH, Hartford and program director of WONS in the same city. 

Abe Mandell lias been elected executive 
viee president of Independent Television 
Corp. Mandell. who has been vice president 
in charge of sales and administration since 
February 1961, joined the company in 
1958 as director of foreign sales. He was 
promoted to viee president in charge of 
foreign operations in May 1960. Mandell's 
career in foreign film operations dates baek 
to 1946 when he joined Republic Pictures International and became 
general manager of their distribution subsidiary in the Philippines. 

Seymour "Hap" Eaton hasbeen appointed 
as general sales manager for WJBK-TV, 
Detroit. Eaton has served sinee April 1961 
as national sales manager of the Storer 
Broadcasting outlet. Prior to joining Storer 
he has most recently been with Peters, 
Griffin, Woodward as an aeeount executive. 
He started his business career with RKO- 
Radio Pictures in 1948, transferring to the 
television field in 1953 when he became associated with NBC T\ 
Films. Eaton's appointment was announced by Lawrence M. Carino. 

Lawrence Richard Walken is the new 

media director of the Boston office of 
BBDO. Walken will establish basic media 
plans and strategy for the agency's Boston 
clients and will coordinate all projects in- 
volving the agency's New York media de- 
partment. Walken was previously a network 
specialist with the New York office of Grey 
Advertising. Prior to that he was an assist- 
ant brand manager for Colgate-Palmolive and a marketing planning 
project director and media buyer for Benton & Bowles. 
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frank talk to buyers of 
air media facilities 



The seller's viewpoint 



"Radio can only be an effective sales medium when each station provides 
a sound so distinctive and so exciting that listening to the radio becomes an 
overt act." So states Robert V. Whitney, executive vice president of Mars 
Broadcasting Inc., Stamford, Connecticut. Formerly program director of 
KALL Salt Lake City and the Balaban stations, Whitney has been respon- 
sible for creating "Demand Radio," a complete programing service for 
subscribing radio stations around the country. The proper approach to 
programing is the key to the salvation of radio, Whitney feels. 




Radio must link li 

^^lmost every broadcaster in the business can tell you 
why radio is not flourishing — particularly on the national 
level. Some blame advertisers, others point accusing fingers 
at timebuyers, others attack lack of advertising creativity. 
Perhaps they are all right to a degree, but I believe they 
have missed the point. I think that what is wrong with 
radio today is programing. With the proper approach to 
programing the other problems will solve themselves and 
put radio back on a strong, healthy footing. 

Radio can only be an effective sales medium when each 
station provides a sound so distinctive and so exciting that 
listening to the radio becomes an overt act. Radio has to 
be fun, it has to inform, it has to provide a realistic link 
with the outside world. 

Radio stations have only one thing to sell — circulation. 
The ability to attract people, to develop their loyalty and 
to provide a proper showcase for commercial messages is 
the raison d'etre for broadcasting. Yet many broadcasters 
pay very little heed to their audience. One of the most 
diamatic examples of this is that few broadcasters are 
willing to concede that the nature of the service has 
changed. 

In almost any market today you can find almost any 
kind of programing you might want: top 40 (50, 100, etc.), 
good music, popular music, conversation. But is it good 
enough to attract the large responsive audiences that are 
so necessary to produce the sales results which will make 
the medium prosper? 

It is regretable that some broadcasters have thrown away 
the hard work of programing, for people themselves are 
basically the same. Curious and gregarious, they are re- 
sponsive to the motives of escape, pursuit of fortune, and 
self-improvement. Radio is everywhere at all hours. Radio 
is convenient, versatile, in great supply, and technically 
better than ever. Any modern industry would be expected 
to use such opportunity by studying the consumer and giv- 
ing careful attention to product design. 



stener and reality 

In radio, that means a long look at programing. It must 
not fall into the hands of personal ego at the microphone 
where programing is by whim, seldom planned and never 
rehearsed. It must not fall to crony salesmen or client steer- 
age; a business managers' programing indifference and the 
special interest of his wife and golf companion. And it 
must not flow from the format stamping press. 

The day for brainstorming has arrived and some of our 
dearest friends must not be invited. ... I mean all the 
vested interests. We will serve them by building responsive 
audience; and the responsibility for objective design is 
ours. Our answers will grow from simple questions. What 
is real? What is honest? What is attractive? What is fun? 
What is the need? 

To do this we must spend the time to make our product 
better. Our new programing concept "Demand Radio," has 
every single moment of aired time polished, repolished, 
written expressly and produced dramatically to make the 
subscribing station as good as radio can be. This also ap- 
plies to the programing material we produce at Mars for 
more than 300 stations in the United States, Canada and 
Austrlia. But one well programed radio station in a mar- 
ket is not enough. I want to see all of radio well programed 
— our subscribing stations and their competition alike. 
Radio to thrive must better itself as a total medium. It 
must create demand! 

To do this, programing must be planned with care, de- 
signed with production finesse, aired with courage, and 
constantly reviewed. Then we will reintroduce the term 
"magic of radio," which was, and always will be hard 
work. This is radio's logical road to its rightful status as a 
first class medium. A medium that can seek its revenues 
from newspapers and tv, its real competitors. By consider- 
ing the consumer, radio will be stronger and greater; and 
a product for which there will be constant demand. 

Then we'll raise the rates. ^ 
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Our 40-year radio album 

Response to sponsor's 40- Year Album of Pioneer Radio 
Stations, which was delivered to you with last week's issue, 
lias heen so overwhelmingly enthusiastic that we want to 
express our thanks puhlicly. 

Frankly, we think that the 40-year album is one of the 
most unusual and valuable industry records that has ever 
been assembled, and the major share of credit goes to the 
more than 100 pioneer stations who dug deep into industry 
files for the rare pictures and anecdotes in the book. 

We doubt if such a compilation of early "radio-ana" can 
ever again be made. The material won't be available. The 
records and photos already show the ravages of time. 

That's why we urge our readers who would like extra 
copies of our 40-year album for friends, libraries or other 
institutions to put in their orders as soon as possible. Hard- 
cover bound volumes are available at $5.00 each, regular 
paper covered copies at $1.00. Just write sponsor. 

Lazy copywriters— lousy commercials 

We're getting increasingly steamed up over the disgrace- 
fully low quality of many current tv and radio commercials, 
both network and spot. 

There are a lot of good commercials on the air. But there 
are a lot of dreadful ones And when we say dreadful, we're 
not talking from the viewpoint of some addle-pated, do-good 
outside critic. 

We mean dreadful by professional advertising standards. 

The commercials we're referring to are not those which 
are dishonest, deceptive, blatant, vulgar or in bad taste. These 
can be dealt with by the Code authorities and the FTC. 

The commercials we most strenuously object to are the far 
greater number which are hammered together by lazy copy- 
writers, lazy producers and lazy agencies. 

They are the commercials which are poorly conceived, in- 
adequately thought through, muddled and confused in view- 
point and focus. They are the commercials which, because 
of their total lack of organization, seem interminable in 
length, unconvincing in appeal, and nauseatingly repititious 
and boring. 

Any advertiser whose agency serves him such radio/tv fare 
is getting cheated on every ad dollar he spends. ^ 



lO-SECOND SPOTS 

Television: Jimmy Dean told an ac- 
tors' agent about some of the prob- 
lems he's having preparing for NBC 
TV's Tonight show, which he'll host 
the week of 9 July. 

"You think you've got troubles — 
my latest client sings like Como, acts 
like Lawrence Olivier, and has a build 
like James Gamer." 

"You call that trouble? You'll 
make a million dollars with that guy," 
Dean said. 

"Guy. nothing. It's a girl!" 

The law: Johnny Carson said to a 
policeman who was a contestant on 
his ABC TV show Who Do You 
Trust?, "If your beat was a lonely 
path in Central Park, and a beautiful 
young girl rushed up to you and said 
that a strange man had suddenly 
grabbed her, and hugged and kissed 
her. what would you do?" The cop 
replied without hesitation, "I would 
endeavor to reconstruct the crime." 

Sports: Frank Gifford, the New York 
Giants football star and sportscaster, 
was told by a well-known college foot- 
ball coach, "Whoever he is, there's 
a dirty sneak thief on my squad. Last 
year I lost a set of Yale shoulder 
pads, a Princeton sweat shirt, a pair 
of Harvard pants, and a couple of 
Y.M.C.A. towels." 

Marriage: If you've ever wondered 
about a married couple "What did 
he ever see in her?" here's one an- 
swer from the Broadway musical "I 
Can Get It For You Wholesale." A 
heel says, "She gave me a beautiful 
cigarette case at Christmas. So I told 
her I loved her. Then on my birth- 
day she surprised me with a car. So 
1 told her I adored her — and, to keep 
the pipeline open, I proposed to her." 

Chinese proverb: Comic Alan King 
says in a chewing tobacco commer- 
cial, "iManv men smoke, but Fu Man- 
chu." 

Navy: Allan Stanley, pres. of Dol- 
phin Productions and captain of the 
camera boat "Dolphin, Too," will 
have to be careful while his head of 
sales. Kurt Blumberg. an atomic sub- 
marine lieut. commander in the Naval 
Reserve, is on active duty. Pleaded 
Stanley: "Don't torpedo the Dolphin 
that feeds you." 
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rttannvl iO 
ftprrint/ the 
Tampa - Sufvivrsbura 
market 




wtsp -tv. me. the third vmf covering the 
rampa -St. Petersburg market, is promt 

to announce the appointment of 
~n Television, ine. as exclusive national 
representatives, channel uk another 
Rahall station, will sign on August ist. 



WOW! THREE BIG REGIONAL SALES! 
CALIFORNIA OIL 12 MARKETS! 
BOWMAN BISCUIT 36 MARKETS! 
FOREMOST DAIRIES 23 MARKETS! 
ALL FOR HENNESEY! 

Together, including nine stations in major markets that bought the Jackie Cooper series individu- 
ally, over 70 markets are already sold on HENNESEY. .. and all in almost no time at all! Looks like 
HENNESEY has what advertisers are looking for nowadays: A popular star in a hit network series 
(96 half-hours)-ready for action right at the windup of the network run. It AID A £11 WIC 
means ready-made local audiences ready to listen to your product story. HDw rlLlflO 
HENNESEY- no sooner said than sold! 




